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This Issue 


[* this issue HARDWARE AGE 
presents an excellent array of 
useful information to the hard- 
ware man. In addition to its 
regular features H. T. Potter, 
T. A. Carroll and Albert Wood- 
ruff Gray have written helpful 
and important articles for your 
perusal. 

Our mail continues to bring 
scores of letters of appreciation 
of the leading hardware weekly. 
Here are a few of them: 


With sincere congratulations for 
your most valuable and interesting 


paper. 
(Signed) P. Roux, 


Paris, France 


Please change my address as 
below. : 
Don’t want to miss any issues 
of Harpware AGE. 
Very trulv, 
F. G. Grpsson, 
St. Louis, Mo. 


Couldn’t get along without 
Harpware AGE. So don’t fail to 
change address. 

(Signed) Lewis V. Grecory, 

Scranton, Pa. 


It’s sure worth the price! 
(Signed) Gro. SCHLUER, 
Wichita, Kan. 











Member of the Associated Business Papers 
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retailers go broke 
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First hand study reveals 
the true reason for 


T’S easy for busi- 
ness writers to 
blame a_ hard- 

ware dealer’s failure 
on “bad times,’”’ 
“poor trade,” “wrong 
location,” ‘“chain 
store competition” or 
“failure to advertise.” 


But our experience 

has taught us the real 

reason—in nine cases out of ten. For time 
after time when an account has fallen behind 
on our books, and we have sent out our ex- 
pert “trade doctor” to diagnose the trouble 
and if possible prescribe a remedy for the 
sick business—almost invariably we get the 
same report: 


The dealer’s store has been found crammed 
to the roof with merchandise, bought in 
large quantities direct from factories! 


Vanity is a very human trait. We all have 
it. And any dealer is pleased to feel that 
his business is big enough to warrant direct 
purchases from factory. Also, he often gets 
an extra discount if his order is sizeable 
And almost always the factory salesman 
sells him on the idea of a special “drive” or 
“week” which will jam his store with trade 
and clean out the factory shipment in short 
order. 


What happens? The “drive” often fails to 
live up to expectations, the dealer finds him- 
self with a year’s supply of stoves—or paint 
—or vacuum sweepers—on his hands. 
Several hundred dollars of his precious 
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inability to discount bills 





needed capital is 
frozen up _ indefi- 
nitely. Let half a 
dozen factory  sales- 
men sell him thus and 
he is about ready for 
the sheriff. His aver- 
age turnover for his 
entire stock (counting 
in all his white-ele- 
phant merchandise) 
has shrunk to perhaps 
2 3/10 times—when it should be 5 plus. 
yet, somehow, 





His retail sales may be brisk 
he can’t seem to discount his bills. How can 
he with half his capital gathering dust! 
This is not the place to tell, in detail, how 
we, or any other good jobbing house, help 
such a retailer to gradually get rid of his 
load, freshen up his stock with small quan- 
tities of faster-selling items, set him on his 
feet again. 

But it is the place to point out this fact: No 
sensible jobbing salesmen or jobbing house, 
will thus “stock up” one of their good cus- 
tomers. Their prosperity depends on his suc- 
cess in business. His rate of turnover must 
be kept high. He must be able, always, to 
discount his bills. He must have available the 
cash in hand to enable him to add constantly 
new, salable items to his stock. 


The retailer who makes a friendly jobbing 
connection with a fine house, concentrates 
the bulk of his business there—and turns a 
deaf ear to the promises of the “carload 
salesman”—is the retailer who will continue 
to make money today — despite ll 
competition. 
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DE ie WIN 


By Clew S. Soule 

















The Manufacturers New Problem Is Also Your Problem 


ID you read Saunders Norvell’s, article, “A New 
Problem for Manufacturers,” in the Sept. 13 issue 
of HARDWARE AGE? 


If not, get that issue now and read it. If you have 
read it, Read it Again. It is the type of article which 
merits repetition. 


In it, Norvell deals with the problem faced by manu- 
facturers in the new mail-order owned chains of retail 
stores. Ostensibly a manufacturer’s problem, his inter- 
pretation proves it to be one of extreme interest to the 
hardware jobber and the hardware retailer. 


In the days when mail-order houses sold by mail only 
and shipped their goods from one central point, there 
was logic back of their argument for price concessions. 
Their customers were forced to send money orders, pay 
expressage, and wait for the goods. Few people would 
go to all that trouble and expense unless catalog prices 
were lower than over the counter prices of local mer- 
chants. Many manufacturers therefore decided to sell 
the mail-order houses at about 714 per cent below the 
recommended retail prices. The idea behind it all was 
that “Price” did not mean the catalog quotation, but 
the actual amount paid by the consumer, which included 
postage, expressage, etc. 


Most retailers can testify that in an average bill of 
goods, the local merchant could, at his regular prices, 
meet the mail-order total with postage and transporta- 
tion included. 


Now, however, both manufacturer and merchant face 
an entirely different situation. The manufacturer, in- 
stead of shipping large orders to one central point, is 
called upon to ship numerous small orders to numerous, 
widely separated points. His overhead has gone up to 
where it practically wipes out the former quantity ad- 
vantage which seemed to merit a 744 per cent reduction. 
Meanwhile in many cases the mail-order owned chain 
stores are selling goods at catalog prices, and the local 
dealer faces direct over-the-counter competition at prices 
which average about 71% per cent lower than the recom- 
mended retail prices. 


Where there was formerly an approximate equality in 
laid down prices to the consumer, there is now a differ- 


ential of 74% per cent in favor of the mail-order owned 
chain stores. 


Also the mail-order houses have changed their “buy- 
ing” story. They now state openly that it is their policy 
to cut prices, and that they propose to continue to sell 
standard lines at prices below those charged by inde- 
pendent retailers. 


Therein lies the manufacturer’s new problem. Shall 
he continue to give the mail-order houses a preferential 
of 71% per cent; shall he give the same 71 per cent to 
the regular jobbers; shall he choose one channel of 
distribution exclusively? If he gives the jobber the 714 
per cent, will not the mail-order house immediately cut 
its prices an additional 71% per cent, getting its mer- 
chandise from bootleg channels? If he quits selling the 
mail-order house, will it not continue to catalog and 
sell his wares at the same old 71% per cent reduction, 
depending on renegade distributors for its supply? If 
he makes no change, will he not lose the profitable busi- 
ness of jobber and retail merchant customers? If he 
cuts off the mail-order house and sticks with the jobber 
and retailer, will he get the support which his attempt 
to protect his old line customers merits? 


All these are questions which the manufacturer must 
face and answer. All are questions in which the jobber 
and independent retailer are vitally interested. 


Then there is the ethical or moral side of the problem. 
Many manufacturers owe much of their present busi- 
ness development to their jobber and independent re- 
tailer customers. Is it good ethics for those manufac- 
turers to place the new competition in position to 
undersell the independent retail merchants? 


Norvell deals with the problem in his usual virile. 
straight-from-the-shoulder style. He analyzes each point 
fairly and without bias, and fearlessly draws his own 
conclusions. We agree with him in those conclusions. 

You owe it to yourself to read what he has to say on 
the subject. You owe it to your business and to the in- 
dustry you represent. Yes—it appeared in the Sept. 13 
issue of HaRDwARE ACE, page 78. Read it now and 
write us your reaction. 

The Manufacturer’s New Problem is also your prob 
lem. 
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In the tool department of the Bronx Hardware & Supply Co.’s store the panels are all easily visible and accessible 


The Tool Department Will Respond to 
Intelligent Merchandising 


Bronx Hardware & Supply Co., New York City, removes the obstacles 
to selling and finds quality tools in demand by mechanics and amateurs 


alike. 


Display, accessibility and comparison, combined with direct 


advertising, do the trick 


ELLING quality tools is not‘a difficult problem for 
S the Bronx Hardware & Supply Co., located at 2737 

Third Avenue, in the heart of the busy Bronx 
Borough of New York City. Last year this company 
disposed of more than $50,000 worth of tools, largely 
to carpenters, machinists and. mechanics. 

Twenty years ago, A. L. Biltchik, head of the com- 
pany, came to the Bronx and, realizing that there was no 
store in that section selling quality tools at reasonable 
prices, he opened a small shop on Third Avenue, oppo- 
site his present location. It was not long before the 
carpenters and mechanics’ who were working on ‘the 
many new buildings came to realize that Biltchik’s todl 
shop: was-the place to buy their equipment... At that: time 
Mr. Biltchik carried nothing but tools and these were of 
the highest quality and reasonably priced. 

As trade developed in the section, new lines were 
added and in time a large hardware stock was carried 


in the small store. The ever increasing business made 
necessary several expansions and eight years ago the 
company moved into its present spacious qquarters, oc- 
cupying the main sales floor, basement, balconies and an 
upper floor. 

Customers of the Bronx Hardware & Supply Co. have 
been educated to ask for quality merchandise and their 
experience has proved to them that in the end this 
method is cheaper and more satisfactory. It is true that 
the store carries low priced lines but uses these for com- 
parative purposes mainly; the volume of quality tools 
sold and the infrequent sales of cheaper merchandise are 
in great contrast. 

During -the last three or four years electrical tools 
have been added to the company’s stock. - I. Biltchik, 
son of the founder and active manager of the store, 
believes that a great future is opening up for the mer- 
chandising of these items. Recently a manufacturers 
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demonstrator visited the store and put on a very inter- 
esting demonstration in one of the show windows. He 
had electrical lathes, grinders, planes and saws in the 
window. During this demonstration and in less than a 
month’s time the company sold more than $1,000 worth 
of electrical tools. 

Display is an important factor in making tool sales in 
this Bronx store. Each and every week of the year one 
of the show windows is devoted to tool displays, which 
are frequently changed. In the window are several 
display boards, which are permanent features of each 
display. While all articles placed in the window are not 
prominently priced, many items have small cards near 
them, bearing the price in clear, red figures. 

Inside the store the tool department occupies about 
70 feet along the left wall. Modern wall panel display 
cases reach from the front door far down into the rear 
of the store and show hundreds of items sampled on 
green felt. Within the last month the glass doors in 
front of the saws, hammers, axes and planes have been 
removed. The company believes that these articles sell 


more readily if customers can take them from their pegs 
or shelf, handle them at their leisure and make a careful 
selection. It was found that customers were reluctant to 
approach this merchandise when it was behind the glass 
doors, as they evidently feared that the management 
would disapprove of moving the doors to reach the tools. 

Direct-by-mail advertising is effectively used by this 
organization. As the neighborhood has changed in recent 
years from residential to commercial, this method of 
keeping in contact with its many customers has been 
quite successful, for many steady customers have moved 
from the immediate neighborhood. 

The store opens at 7.30 a. m. in order to serve the 
carpenter and machinist on the way to work. Home 
mechanics come to the store a little later in the day and 
Mr. Biltchik, Jr., reports that these home owners and 
housewives also want quality merchandise when shown 
the difference between it and cheaper grades of tools. 

The business of the Bronx Hardware & Supply Co. is 
constantly growing and its tool department contributes 
very largely to the total volume of sales. 


Each and every week of the year one of the show windows is devoted to tool displays. Note here that items on display are price ticketed 





Foreign Market for American Goods Grows 


nice business in the former with English stores. 

One of the interesting things brought out in the talk 
with Mr. Carr was that American made clothes for men 
are stocked by the Selfridge stores despite the fact that 
London is generally regarded as the fountain head of 


HE vogue for color in kitchen utensils manufactured 
./in the United States has made a distinct place in 
British households, according to a report credited to 
William A. Carr, head of William A. Carr & Co., resi- 
dent buyers for fourteen stores situated in England, New 
Zealand, Australia and South Africa. Among the ac- 
counts represented here is that of Selfridge & Co.,-Ltd., 
London. German manufacturers are now aware of the 
market for such goods and their competition will very 
soon be felt in these markets. The ability to buy staple 
American hardware in England under the prices asked 
for the German product, says Mr. Carr, has built up a 


- Antipodes. 
‘about one million records annually. 


male styles. English woolens are shipped here in bond, 
made up by a prominent American manufacturer and 
shipped back to England. ' ' 

Mr. Carr went on to say that radio has’not yet seriously 
affected: the demand: for phonographs and records in the 
Australia and New Zealand together buy 











FRIEND writes that he disagrees with my recent 
statement in regard to the literary merit of Sand- 
burg’s “Life of Abraham Lincoln.” He writes that 
all of the critics say this is a great literary production, 
and that in expressing the opinion I did I am going 
contrary to all literary criticism. 

Well, I must answer this letter by saying that I am 
just like the people who go to an art gallery ; people who 
do not know much about art. Nine out of ten of them 
will say, “Of course, I do not know much about painting, 
I will admit, but J do know what I like!” 

The other night I was discussing literature in general 
with a woman writer. This woman has made a great 
success of her writings. Her stories are in demand by 
all of the leading magazines. She receives very high 
prices for her productions. She has just written a play, 
which will be produced in New York the coming winter. 
It is now being rehearsed. This play is all about the 
flapper. I happened to tell her a story about the “jungle 
flapper.” She was not especially interested in the story, 
but she immediately grabbed the name. “That is just 
what I have been waiting for,” she said. “I wanted a 
name for my play. Now, that name is just what I 
wanted.” Then she repeated the words over and over 
‘again, “Jungle Flapper! Jungle Flapper! Jungle Flap- 
per!” (If you haven’t heard the story about the jungle 
flapper, I will tell it to you the next time we meet, but 
- look out for the play in New York this winter!) 

But that is not what I started to write about. This 
woman and I| were talking about words. Words are just 
symbols. These symbols are made up of letters, and 
they stand for ideas. Certain words have become asso- 
. ciated with certain ideas. 


God as an Idea 


“Do you know,” said this woman, “I think God is 
nothing but a great idea. I can’t imagine a physical God, 
but I can imagine a tremendous thought that is God.” 
Then she said, “You remember in the Bible it says— 
‘In the beginning was the word, and the word was God.’ 
Doesn’t that thrill you?” she inquired. “Just repeat 
those words. Don’t they convey the idea that a word 
is just a symbol of an idea; that God himself is an idea? 
Can’t you believe in a God,” said she, “who is a great 
idea? Isn't it more satisfactory to think of God as an 
idea than God as a man?” 

Apropos of words, I told her the story of a man who 
was sitting in his private office, and another man came 
in and called him a vile name. Promptly the man who 
was insulted kicked the man out of his office with many 
damages to his person. This man brought suit for 
damages on the basis of assault and battery. A witness 
heard the word that was used. The judge inquired of 
the assaulted one if he had used this word. He ad- 
mitted that he had. Then the judge remarked, ‘“Cer- 
tain words are the same thing as blows. There was no 
difference between your using this word and striking 
aman. If you had struck him you naturally would have 
expected to have been ejected from his office. Using the 
word you did you should not have expected anything 
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“Paranoic Optimism” 


By Saunders Norvell 





















else.” So the judge declared for the defendant, with ali 
costs assessed against the plaintiff. So we see, legally, 
certain aggressive words are the same thing as blows. 
and if a man is struck, he is expected to defend himself. 

Then this woman and I went on chatting about ideas, 

I told her of a curious case, which recently came under 
my observation of a man who, after a lapse of years, 
met his former sweetheart. He was desperately in love 
with this girl when he was young. As a result of this 
passion for her his entire career was changed. He made 
enormous sacrifices. He left home and for many years 
lived among strangers. All through these years he was 
obsessed with his love for this girl. He constantly 
dreamed and thought of her. Then after many -years, 
when he did meet her, he looked at her like a stranger. 
Was this the woman he had loved so desperately? She 
did not stir up the slightest interest in his heart. 

So this man sat and looked at this woman, and he 
thought of all the dreams of his youthful love, and here 
she was—attractive and charming, but utterly without 
the slightest appeal. What was the answer? 

“T can understand that perfectly,” said my literary 
friend. ‘This man’s love for the girl, like all love, was 
just in his own mind. All love is like that. It is largely 
a matter of imagination. You remember,” she continued, 
“Voltaire stated that if love was never written about, if 
it was never talked about, in other words, if such a 
thing as romantic love was not put in the minds of men 
and women, then there would be no love. Such a thing 
would not exist. But Voltaire meant love and not just 
sex appeal.” 

She said this proposition was easily proved by the fact 
that if the adored one really had the qualities that made 
her adorable, then every man would fall in love with the 
same woman. Of course, we know that all men do not 
fall in love with the same woman, and all women do not 
fall in love with the same man. One woman may detest 
a man that another one will love, and all this goes to 
prove that love is simply an idea, first nursed by reading 
and romance and then germinated in our own minds. 
“That,” she said, “is why love changes. If the adored 
one really deserved love and always deserved it, there 
would be no change; but, as a matter of fact, love 's 
simply an idea, and when the idea changes, then love 
changes. That is also why we know that nothing in the 
world is deader than a dead love!” 


Optimistic Paranoia 


Then we proceeded to discuss success and failure. 
She thought that both success and failure, in a very large 
measure, were a matter of paranoia. “But just what !s 
the definition of paranoia?” I inquired. We looked up 
the definition—“Chronic mental unsoundness, hereditary 
or acquired; sometimes monomania, dementia with 
delusions.” 

“Now,” said my literary friend, “there are two kinds 
of paranoia; one is “optimistic paranoia,” or optimistic 
illusions, and the other is “paranoia-melancholia,” °% 
depressed illusions. Optimistic paranoia leads a person 
to believe that he can accomplish anything. The 
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have great faith in themselves. No obstacles overcome 
them. Caesar, for instance, is an example of optimistic 
paranoia. When he was crossing the channel between 
England and France in a small boat i in a storm, he cried 
out to the frightened sailors, ‘Fear not! Caesar and 
his fortunes are with you.’ Paranoia, pure and simple! 

“Napoleon was another case of optimistic paranoia. 
His took the form of believing that he was the man of 
destiny; that he was destined to rule the world. He 
himself believed that and he led other men to believe 
in him. Waterloo was a great shock and surprise to all 
of the optimistic paranoics ! 

“Every great man and every great writer,” said my 
charming friend, “is an optimistic paranoic. They be- 
lieve in themselves so thoroughly that nothing can daunt 
them, and then if they do happen to have intelligence 
along with their self-confidence, naturally they succeed. 


The Philosophy of Defeat 


“This idea,” said she, “even goes into philosophy. 
Take, for instance, the Stoics. They had paranoia- 
melancholia. Stoicism is a philosophy of defeat. The 
Stoic says, ‘I haven’t the will or the ability to change 
conditions. Therefore I submit to them without com- 
plaint.’. Thy make a virtue of necessity. 

“Another illustration of optimistic paranoia is that of 
the German nation before and during the early part of 
the war. They worked themselves up into the belief 
of the superman. They could not be conquered. Their 
national hymn was “Deutschland uber alles’—Germany 
over all. Nothing in the world but paranoic optimism, 
a hallucination and a delusion. . 

“Our recent World War,” said my friend, “was just 
the result of the evolution of an idea, and that idea was 
paranoic, and in the future other ideas, when they get 
under way, will produce world changes just as the 
World War did.” 

How certain words and pliranes stick! In one of my 
articles in HarpwAreE AGE I used the expression 
“Profitless Prosperity.” That expression caught on. It 
has since been used by speakers and writers, not only 
all over this country but in several European countries. 

My literary friend and I even discussed how suscep- 
tible speculation on the stock market is to words and 
ideas. Frequently, when all the facts would indicate 
one thing, the stock market, obsessed with some idea, 
gyrates in a manner that indicates that it is entirely in- 
sensible to the fundamental and well known facts. When 
stocks first advanced, the idea prevailing was that on 
account of the amount of money in the banks and in 
circulation and the low interest rates, stocks would ad- 
vance, but today I happened to loan, through one of the 
New York banks, a considerable sum of money on call 
at 71% per cent. I thought when the bank gave me this 
rate, “I guess today, with such high rates for call money, 
they must be having a hard time on the stock market.” 
However, when I read the evening paper, to my sur- 
prise, I found that notwithstanding the high money rates 
and the calling of loans, stocks had advanced. I told my 
friend that in my opinion Wall Street just at present was 
suffering from “paranoic, optimism.”’ Now, I pass this 
expression free, gratis, for nothing, to all of the financial 
writers. They can use it just as they did “Profitless 
Prosperity.” 


A Most Remarkable Park 
Well! Well!! That was a pretty deep conversation, 


and when I started to dictate this article the only idea 
I had was to tell you about a most remarkable park I 


recently visited. It was more remarkable in its way than 
Governors Island, with its strange laws and_ peculiar 
citizens. 

This park is a very mysterious place. I have just 
finished reading “The Green Murder Case” and, of 
course, that detective story is just full of mystery. Now 
this park is a most amazing, beautiful and, at the same 
time, a most terrible place. It is just on the edge of a 
city in Connecticut. It is composed of 3500 acres of 
land. In certain places it is very hilly. It is covered 
with a dense growth of trees. There are a number of 
lovely lakes and a beautiful little stream winds its way 
murmuringly through the foliage. 

This park is separated from the outside world by a 
very heavy wire fence, fully fourteen feet high. You 
approach the gate, where a keeper lives. Before the 


‘gate is opened you are carefully scrutinized, and your 


credentials are minutely examined. Only a few out- 
siders are ever allowed to enter this place. 

However, when you motor up one of the roads, on all 
sides are scenes of peace and beauty. At one point 
among the thick trees our car stopped and there was a 
herd of deer that gazed on us unafraid, with their great 
soft eyes. They were evidently just as curious about 
us as we were about them. They even walked toward 
the automobile, but when we moved suddenly they were 
off like a flash through the underbrush. 

Then a little further on there were beautiful pheasants, 
preening themselves before us in the road. There were 
hundreds of them. Neither did they seem to know what 
fear was. After a while, when we came to one of the 
smaller lakes, there on the water was a flock of wild 
ducks. As we approached they did not pay the slightest 
attention to us. They went on with their quacking and 
family affairs, completely ignoring us. 


In the Autumn Sun 


What a paradise this park was. under the autumn sun! 
What lovely trees and flowers! What beautiful vistas! 
But with every move we almost took our lives in our 
hands. This spot is possibly one of the most dangerous 
places in the world, but on all sides were scenes of peace 
and beauty. Is your curiosity aroused? Do you wonder 
why this place was so dangerous? I will not hold you 
in suspense any longer. In every hill of this park was a 
powder magazine. The little houses, where the explo- 
sive is stored, were in deep places cut in the hills. These 
little houses were entirely out of sight, until you were 
right upon them. They were built of sheet iron. There 
were no windows—just a padlocked door. All over this 
spot, at intervals, were these little houses. When you 
came to the part where these galvanized iron houses 
were, it reminded one of a cemetery, and each of these 
houses was like a mounment, but there was no name 
on the house—only a card, and on this card was just a 
list of explosives. Every now and then, for no known 
reason, one of these houses just gets tired of the mo- 
notony of its existence and blows up. It may be the 
heat. It may be some chemical reaction that has been 
under way for months. Nobody knows. Just a flash, 
an explosion, a cloud of smoke and a lot of galvanized 
iron flying up in the air. The deer, the pheasants, the 
grouse and the ducks do not seem to mind this occasional 
exhibition of fireworks. It is just one of the pectiliarities 
of this sylvan paradise. 

Down near the railroad tracks that lead to the ammu- 
nition factory there is a chain of little houses. They are 
only one story high. In these houses there are a number 
of men, who prepare the powder to be sent every forty- 
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THE SPEED LETTERING PEN 


HIS is the fourth and _ final 
of a series of articles on the 

Speed Lettering pen treating 
individually on the five letters of the 
alphabet “V, W, X, Y, Z.” 

This single-stroke half-round block 
alphabet is particularly adapted for 
speed pen lettering. The strokes 
composing each letter being of equal 
width and as each stroke taken being 
a finished part of a letter it is easy to 
understand where the speed pen gets 
its name. 

The difference between lettering 
with a brush and the speed pen is: 
That a brush will naturally spread out 
under pressure and when removed 
from card will leave an unfinished 
end which must be evened off by 
turning the brush sideways. 

The speed pen will not spread 
inder pressure and if the bill of pen 
s kept flat on the surface the end of 
itroke will not be ragged when pen 
s removed from surface. 

While the speed pen is the speedi- 
est tool invented for hurry-up work, 
it will not do very large or fancy 
lettering like a red sable brush, but 
for general descriptive data the pen 
is in a class by itself. 

There is one very important thing 
that all beginners at show card writ- 
ing should keep in mind and that is 
brevity in copy, for no matter how 








By Joseph Bertram Jowitt 


finished a job of lettering may be, it 
is a failure if the card has the appear- 
ance of being crowded. Study your 
copy and then see how much you can 
boil it down, eliminate all unneces- 
sary words and particularly all super- 
fluous “ands,” “ifs’’ and “ofs,” etc. 
There is a big difference from telling 
the story in a newspaper to writing 
it on a show card. The card is gen- 
erally placed on or, near the article 
displayed, which more or less speaks 
for itself while in the newspaper a 
detailed description is essential. 
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great many copy writers have learned 
through intensive practice that the 
longest story can be told in a brief 


way and far more effectively. How 
often have we heard people say, “I! 
don’t have time to read much of the 
newspaper in the morning, I just read 
the headlines.” 

Notice the brief composition on 
the accompanying show cards illus- 
trated herewith. In a case where 
merchandise is nationally advertised, 
such as “Nicholson Files” or “Shap- 
leigh Hardware Co. Diamond: Edge 
Tools,” etc. The general public are 
primed into a buying mood by an ex- 
pensive, intensive and progressive 
scientific advertising campaign. The 
manufacturer has paid for all this and 
it is an opportunity for every man 
behind the counter to cash-in by the 
judicious use of show cards, and with 
very little effort he can soon learn to 
use the speed pen. 

In general appearance the speed 
pen is practically like the ordinary 
steel pen—with these differences: 
(1) Instead of the usual points the 
nibs consist of two hemispherical, flat 
surfaces with a fine split between 
them. Together they form a pertect 
circle, so that whenever the pen 1s 
placed on any surface it produces 
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a solid circle of ink or color; and, 
if it be drawn along, a solid, uniform 
line with those perfectly rounded 
terminals so difficult to obtain with 
other drawing or lettering instru- 
ments. (2) These pens have an ink 
reservoir which retains sufficient ink 
for a stroke of considerable length, 
P and renders unnecessary frequent 
: dipping into the ink bottle. It is very 
important that the ink should not be 
either too thick or too thin; the regu- 
lar show-card inks must be diluted 
with water until just right. India 
inks are of course much more expen- 
sive than show card inks but work 
the best in the speed pens. Remember 
the pen will not work unless the flat 
bill is at all times fat upon the card 
or surface to be lettered. Very little 
pressure will cause the writing fluid 
to flow. 

It is only necessary to use 8 words 
on the show card featuring “Russell 
Cutlery” to carry a positive and con- 
vincing selling punch. “Nicholson 
l"iles” is another case where domi- 
nant advertising keeps the merits of 
this worth while product steadily be- 
fore the public. 

The writer wishes to emphasize the 
importance of just plain white show 
cards with neat black lettering, with 







































possibly a little gray shading or | 
border. 

Highly colored fancy lithographs 
have their place of course, but at best 
they have the stiff appearance of the 
stereotyped printed litho, some of 
which are so very much overdone in 
color combination that they do not 
find a place in the modern store win- 
dows. A plain black and white hand 
lettered show card of a legible, well 
balanced character carries more 





Carborundum 


(harpening Stones 
‘Seat ts 
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weight and is much more compelling 
than a whole set background of high- 
ly colored pictorial lithographic stuff. 
The home of the speed pen is in 
Camden, N. J., where two of the 





largest factories are located. Ester- 





brook & Co., call theirs the ‘Drawlet 
Pen.” The C. Howard Hunt Pen 
Co., call theirs the “Speed Ball Pen.” 
The writer used both makes with 
equal success. . 

The letters V, W, X, Y, Z, are 
known as the angle letters, with the 
exception of the letter ““M”; these 
letters occupy more space than any 
of the other letters of the alphabet. 
This is mainly on account of their 
spreading angle formation. If the 
reader will study the elementary 
strokes used in constructing these five 
letters he will observe that the letters 
V, W, X and Y are really a part of 
each other. For instance, two V's 
joined together form the letter “W”’. 
Two X’s joined together form “W”. 
Join two Y’s at the top and you have 
“W” again. The top part of the let- 
ter “X” is also the basic stroke of the 
letter “Y”. The letter “Z” which is 
seldom: used is simply formed by 
three strokes, namely top and bottom 
horizontal and one oblique stroke in 
the center. 

The way that show cards are dis- 
played has a great deal to do with 
their appearance and cash value, for 
no matter how well the job of letter- 
ing is done, if the card is warped or 
(Continued on page 52) 
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EVERYBODY’S BUSINESS 


By FLOYD W. PARSONS 


Just Around the Corner 


ROUBLE lies ahead for any corporation that 
succumbs to the spirit of complacency. 


there is no such thing as settled and established 


safety in industry. A few years ago 
was so sure its position was impregt 
to advertise its 

product. Now ” ¥ 
Mr. Ford knows 
that leadership 
can only be main- 
tained by constant 
advertising, never- 
ending research 
and eternal vigi- 
lance. 

Iceless_ refrig- 
eration gave an 
awful jolt to the 
companies produc- 
ing the old-fash- 
ioned iceboxes. 
The successful in- 
troduction of the 
motor car awak- 
ened the railroads 
from a long sleep 
and put a serious 
crimp in the vol- 
ume of their business. New kinds 
including new varieties of linoleum, h 


ufacturers of carpets and rugs something to think about. 


The introduction of radio forced 
radical changes in the phonograph 
business. In fact, each passing day 
now increases the toll of ruin of com- 
panies that have persisted in a hide- 
hound attitude with respect to hun- 
dreds of recent innovations from 
four-wheel brakes to electric pumps. 

With science at the helm, the speed 
of travel has become so fast that no 
one can take his eyes off the road 
ahead for the fraction of a minute. 
There is no telling whether it is op- 
portunity or disaster that lies just 
around the corner. Survival is for 
those business men able to read 
quickly and correctly the signs that 
loom ahead. Ignorance and incompe- 
tence in management will be penal- 
ized more heavily in coming years 
than in the past. 

Research and _ invention have 
reached the point where it is prac- 
tically impossible for a monopoly to 


Today 


the Ford Company 
1able that it ceased 


ee 


of camphor. 


be developed and carried on in safety. 
raise the price of an essential material beyond a reason- 
able level and the immediate outcome is the creation of 
an artificial substitute. 


Let someone 


The Japanese have a monopoly 


3ut they are quite aware that in Ger- 





THE OLD GENERATION AND THE NEW 


of floor coverings, 
ave given the man- 





HERE LIES A GREAT CITY 


many as well as in 
the United States 
| are several plants 
' that can start pro- 
ducing camphor 
in large quantities 

| on a few days’ 
; notice. The same 
| thing is true of 

| tin. The produc- 
ers of this metal 

know that tin 

cans are essential 

f © | to the  mainte- 
/ nance of our 
*| present — civiliza- 
tion. They could 
reap a temporary 
harvest by push- 
ing up the price 
of the metal. But 
they realize that 
such arbitrary ac- 


er + 


tion would set hundreds of chemists to the task of per- 
fecting new and better food-preserving methods. __ 
' More efficient ways of doing things are developed just 


as soon as it pays someone to com- 
plete the necessary research. Labo- 
ratory workers have already proved 
the practicability of numerous meth- 
ods of liquefying coal, manufactur- 
ing artificial rubber and producing 
synthetic foods. But none of these 
processes will be undertaken on a 
commercial scale until the price of the 
original article is advanced to a level 
that makes it appear profitable to in- 
augurate the new practice. The only 
deterrent to the development of Dil- 
lions of tons of oil shale is the present 
low price of petroleum. Our thanks 
are due the scientist more than the 
lawmaker for the protection now al- 
forded the public against extortion on 
the part of corporate interests. 

Few people realize the tremendous 
increase that has taken place in the 
number of factors at present busy 
shaping the course of industry. In 

(Continued on page 66) 
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URING the past two or three 
D years our salesmen have been 

making a _ special drive on 
hardware stores. In studying their re- 
ports I have been forcibly struck by 
a strange coincidence. 

The dealer who is reported to be 
“waiting for a demand before stock- 
ing a product,” almost invariably 
turns out, according to Messrs. Dun 


and Bradstreet and the Hardware | 
Guides, to be a merchant small in re- | 
sources and turnover. Time after | 


time as I check over salesmen’s re- 
ports this close connection between 
an ultra-cautious attitude and small! 
annual sales bobs up with astonishing 
regularity. 

“There is a reason for everything,” 
I said to myself. “Why should the 
merchant who takes the seemingly 
sensible attitude of ‘watchful wait- 
ing,’ be so uniformly unsuccessful in 
building up a big volume of sales? 
Certainly, giving the public: what it 
wants should be the very foundation 
of successful retailing.” 

I lost some sleep over this problem, 
and finally the answer dawned on me. 
In the hardware business, as in many 
other specialized lines, the retailer’s 
function is not primarily to give the 
public what it wants, but to educate 
the public as to what it should want. 
As a matter of fact, a large section 
of the public has only the haziest sort 
of ideas as to what it wants, and is 
more than a little thankful for any 
guiding hand stretched out to it. 

Let us consider for a moment just 
what that long-suffering individual, 
“the ultimate consumer,” is up 
against. 

With the tremendous amount of 
advertising that is being done today, 
with all our minds in a turmoil of 
swiftly changing events, how can any 
of us be expected to be reliable guides 
to the retail merchant studying our 
desires and our needs, with a view of 
determining what goods he ought to 
carry? 

Mr. Consumer opens his paper to 
read about the latest plane that didn’t 
make it, or to get the baseball score. 
His eye is pulled hither and thither 
by a dozen different advertisements 
of a dozen different products. He 
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Vice-Pres. The Wyoming Shovel Works 


| picks up his favorite magazine to read 
| the latest installment of a serial story 
| and finds himself reading about some- 
| body’s Baked Beans and somebody 
else’s Shaving Cream. His morning 
mail is cluttered up with “personal” 
letters which are merely advertising 
circulars wearing false whiskers. 
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He takes a spin in his car—and 
billboards to right of him, billboards 
to left of him volley and thunder. He 
tunes in his radio and is entertained 
by the “Something or other Hour.” 

How in the name of common sense 
iis Mr. Consumer going to sift the 
wheat from the chaff? How is he go- 


2 


ing to separate fact from selling talk: 

He has but one recourse. He must 
consult a merchant who knows his 
business and get the “low down” on 
the situation. 

The merchant must do the selecting 
and the customer confirm or veto the 
merchant’s selection. 

The modern mérchant must be a 
man who, by instinct, experience and 
association, is able to read the signs 
of the times and foretell the trends 
of his market. By trends I mean 
trends that are worth while and epoch 
making, not mere passing fads and 
fancies. 

What a relief it is to go into a hard- 
ware store and ask for some product 
we have seen advertised—and really 














Is “Consumer Demand” Always the Best 
Buying Guide for the Merchant? 


|learn something about the product. 
| What a joy to have the merchant or 
| his clerk take time out to tell us the 
whys and wherefores of the particu- 
lar item—why it is better than some 
other make, what it will do and what 
it won't. That sort of thing is ser- 
vICe. 

We get the impression that we are 
dealing at a dependable, up-to-date, 
progressive store. We get the idea 
that this store would not sell us any- 
thing second rate or undependable. 
We feel that the merchant and his 
salesmen are interested in seeing that 
we get the product best suited to our 
needs. 

We don’t resent it that the mer- 
chant doesn’t grovel before our lordly 
opinions and “yes” us all over the 
shop. When a man, who seems to 
know what he is talking about, tells 
us what to buy, we are glad to be 
told. 

Contrast the well-informed mer- 
| chant with the other kind, who has 
| little or no more conception of what 
it is all about than does the customer. 
He “waits for the demand.” In other 
| words, he lets the public tell him. He 
is like a physician who lets the pa- 
tient write his own prescription. Ac- 
commodating, yes, but hardly an in- 
spirer of public confidence. 

Is it any wonder that such a mer- 
chant, whose sole buying guide is the 
| changeable weather vane of passing 
“demand,” finds himself continually 
stuck with goods that must be sold at 
a sacrifice, or that won't sell at all? 
His mind is in the same chaos as the 
| consumer's. And who is going to help 
| him out of it? Nobody. 
| With the consumer this uncertainty 
| as to the real value of a given product 
|is only a passing incident. He buys 
| or he doesn’t, and that’s that. To the 
| 
| 
| 
| 





merchant, bad buying judgment is a 
short cut to the bankruptcy court. 
As I see it there are two kinds of 
merchandising today. One kind of 
| store supplies the demand. The other 
| makes the demand. 
| The first named type is best typified 
| by the 5 and 10 cent stores, corner 
| drug stores and certain departments 
|of department stores. They handle 
| (Continued on page 54) 















































The variety of items displayed in these windows, all price ticketed, has been a strong factor in selling them. 


Eight Years’ Effort Brings $60,000 Yearly 
Volume in Auto Accessory Sales to 


M. Weiss & Son 


HE hardware and auto accessory store of M. 
Weiss & Son at 100 Amsterdam Avenue, New 
York City, secures more than 75 per cent of its 
total volume of business from its large and constantly 
growing auto accessory department. Last year more 
than $60,000 worth of merchandise was sold by this 
department to both the retail and semi-jobbing trade. 
Auto accessories were a very small part of the stock 
in the 1920 hardware and housefurnishing store con- 
ducted by M. Weiss on lower Amsterdam Avenue. This 
department contributed little to the store’s yearly volume 


for the stock consisted for the most part of several 
staple accessory items. This healthy business in eight 
years is due largely to E. J. Weiss, son of the founder, 
who entered the business in 1920. He realized the class 
of residents in the locality was changing. and that many 
who purchased good quality hardware and furnishings 
were moving away. A survey of the district showed that 
many prominent automobile manufacturers had estab- 
lished factory branches in the immediate vicinity. 
Realizing that these branch service stations used a 
considerable amount of hardware and that the mechanics 
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who worked in the shops were logical prospects for 
tools, precision instruments, and the like, Mr. Weiss set 
out to build up the accessory department by supplying 
the needs of both the organizations and their employees. 

\M. Weiss and Son made a definite bid for this class 
of trade. Through a concentrated sales campaign of 
several years duration, a good portion of this business 
was secured. The firm also supplies accessories, tools 
and equipment to the gas, oil and water service stations 
and the numerous garages in the section. 

Prompt deliveries are an important factor in securing 
and keeping the good will of these customers. The 
company endeavors to deliver all merchandise within 
20 minutes after receipt of order. 

The retail trade is attracted to the store by eye catch- 
ing window displays. One window is always filled with 
attractive merchandise. Mechanics from the shops and 





taxi drivers who, live or “cruise” near the store, can 
be seen throughout the day admiring the lamps, radiator 
emblems, tool kits, etc. 

In the store are four show cases and several wall panel 
displays devoted to auto accessories. “Price is an im- 
portant factor in selling to the retail trade,’ says Mr. 
Weiss. “They are not looking for bargains, but appre- 
ciate buying merchandise at the store, having confidence 
that the price can be fairly compared to any other price 
for similar merchandise in the locality. 

Today after 37 years on Amsterdam Avenue, the 
Weiss store continues to grow, both in size and in 
annual volume of sales. FE. J. Weiss has taken over 
full responsibility for the management of the store 
which is seemingly successful in supplying auto acces- 
sories to a large, varied and very particular class of 
trade in the heart of New York City. 





N Wednesday afternoon, 
() Aug. 29, ground was 

broken in North Easton, 
Mass., by the Ames Shovel & 
Tool Co., for what is said to be 
the largest single plant for shovel 
manufacture in the world. 

Four little girls, Catherine 
Hobart Ames and Joan Ames, 
daughters of Winthrop Ames 
and descendents of Oliver Ames, 
founder of the company; Jane 
Harte, daughter of Richard 
Harte, a director of the company 
and Lena Ready, daughter of 
William A. Ready new president 
of the company, loaded the first 
wheelbarrow with sand _ while 
officials of the company, workers, 
guests and municipal authorities looked on. The little 
shovels which the girls used were gaily decorated with 
red, white and blue streamers shown in picture. 

The new factory, a single 
story structure, will run 
parallel with the old plant and 
will be 400 by 60 feet. It will 
be constructed of steel, con- 
crete and asbestos and will be 
equipped with the most mod- 
ern machinery. The purpose 
of this addition is to rearrange 
the plant for line production, 
with a view of reducing hand 
labor to a minimum. 

The Ames Shovel Works, 
the original business, was 
founded in 1774 by Capt. 
James Ames at West Bridge- 
water where it was operated 
for some time. In 1882, Capt. 
Ames’ son, Oliver Ames, 
moved the business to North 
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Ames Shovel & Tool Co. Breaks Ground on August 29, for Large 
Addition to North Easton, Mass. Plant 


Easton and in 1844 the firm of 
Oliver Ames Sons Corp. was 
founded. It is interesting to note 
that the firm manufactures 1104 
types of shovels. The major pro- 
duction of the present plant is 
devoted to shovels, scoops and 
spades. 

William A. Ready, formerly 
president of the National Co., 
Malden, Mass., was recently 
made president of the Ames 
Shovel & Tool Co. He is a 
graduate of the Massachusetts 
Institute of Technology. Norbert 
T. Jacobs who recently joined the 
company as general sales man- 

age WILLIAM A. READY 
ager was formerly connected president, Ames Shovel & 
with the Detroit Steel Co. Teel Ce. 
Albert H. Daggett is treasurer, L. J. Reay, assistant 
treasurer, and Victor D. Vickery is secretary of the 
corporation. 


































































Reading time, 6 Min. 30 secs. 

ROM the moment the average 

hardware merchant gets down to 

the store in the morning, until he 

quits at night, it’s fight and more 

fight, a never-ending battle for more 

business, a relentless drive for bigger 

and better sales, an endless smash 
through sales resistance. 

It’s a situation that. calls for head- 
work. It’s a tough fight, and the 
fighter will stay on top. And the 
fight must be fair. 

It is a well known fact that with 
retailing and general merchandising 
expenses already cut to the bone in 
the hardware business, hardware mer- 
chants are confronted with the neces- 
sity of selling all they can of only 
high-grade profitable goods, the kind 
that sell quickly and pay a legitimate 
profit. 

Most profitable of all hardware 
items are those with which the con- 


sumer is familiar; the goods he has | 


read and informed himself about. 
And these are the goods live hard- 


ware merchants always have in stock, | 


ready to sell, as they offer the least 
sales resistance and in a large meas- 
ure they help make the fight more 
scientific. 

Any hardware merchant, whether 
he is selling radio, ranges, heaters, 
refrigerators or washing machines is, 
or should be, conscious of the value 
of public-conscious goods, and alive 
to its significance in connection with 
his success. . 

During the past few years we have 
heard many things said against in- 
stallment selling, and on the other 
hand many favorable comments have 
been made by eminent and scientific 
economists in favor of the plan, 
among whom is Professor Seligman 
of Columbia University, who says it 
is safe, sane and sound; that the 
budget payment plan is now, and has 
proved to be, one of the greatest con- 
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| tributions of the century to the wel- 
| fare and prosperity of the Nation. 
| And whether we all like it or not, it 
| looks like it is here to stay. As a 
| consequence merchandising is more 
| intensive, competition (the fight) 


|inore keen than ever among up and 
hardware 


doing merchants to get 
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their share of the business that right- 
fully belongs to them and not to 
utilities. 

Each and every hardware merchant 
| hag the undisputed right to FIGHT 
for his share of the monthly budget 
of the installment buyer. The Ameri- 
can people are buying more and more 
| of the good things of life every day; 
they are not in the mood to make big 
cash purchases, but they are budget- 
ing their earnings to improve their 
condition and to make for comfort 
and convenience. Those in business 
who do not perceive this mood are 
| surely passing up big business. 

Apropos of the title of this article 
FIGHT, I was a guest a few days 
ago at the country home of one of 
America’s well known sales execu- 
tives at Nashville, Brown County, 





HARDWARE AGE for SEPTEMBER 20, 1928 


That’s what it takes to 
get business these days 


| hisself to death.” 














| Ind., the habitat of some very won- 
| derful people, many with primitive 
tastes and simple child-like honesty. 
In a conversation with one of the 
natives my friend and I asked many 
questions about game hunting, fish- 
ing, etc. Finally the talk drifted 
around to snakes and our Brown 
Countain warned us to “Watch out 


| for the Spreading Viper, as the hills 
| is full of em.” 
|at length in regard to the fighting 


We interrogated him 


proclivities of the species of viper we 
should guard against, and the native 
said: “Naw, they won’t fight, if you 
corner ‘em the old snake will sting 
This was a new 
one on us, a snake stinging itself to 
death. Can you imagine it? Well, we 


| ambled along over the estate of more 


than two hundred and fifty acres, and 


| great was our surprise to hear our 


dog give a yelp and two or three 
warning barks. He had discovered 
a snake, a spreading viper, coiled 
ready for defense. It was right here 


| we decided to test the veracity of our 





| powerful jaws. 
| terrible rage to attack, but we held 


| snake 
| lessly 


native, so we kept the dog away a 
few feet. Then we gradually let him 
close up foot by foot, but not near 
enough to crunch the snake in his 
The dog was in a 


him at a safe length. He barked 
loud and furiously. Finally the 
saw that it was cornered hope- 
and with a rapid movement 
turned on his back and _ viciously 
struck itself in a vulnerable section 
of its anatomy and was soon hors de 
combat. Now the moral to this story 
is that when we seem to be cornered 
we should not literally inoculate our- 


| selves with the poison of worry, but 
| should take a few scientific sparring 


lessons and learn how to FIGHT for 
a big slice of the good old American 


dollar. 
(Continued on page 52) 















of mouth are undoubtedly much less satisfactory, 

not only from a legal standpoint but from the 
standpoint of actual everyday business, than those that 
have been reduced to writing. 
The principal reason for this 
difference is that there is a 
far greater difficulty in ascer- 
taining the exact meaning or 
intention of the parties to the 
contract. 

The order for goods given 
across the counter or over the 
telephone seldom contains any 
details other than a designa- 
tion of the merchandise de- 
sired and the price to be paid. 
The great majority of in- 
stances makes no_ reference 
whatever to the date for the 
delivery of the goods. The re- 
sult too often suggests the 
telegram sent by President 
Lincoln to one of his generals. 
A boy was sentenced to be 
shot as a deserter for going 
home without permission. His 
mother went to see President 
Lincoln. In response to the 
prayers of the boy’s mother 
the President ordered the exe- 
cution stayed until further 
orders. “But,” the mother 
protested, “that only postpones 
his death.” “If that boy of 
yours lives,” replied the Presi- 
dent, “until that stay is re- 
moved, Methuselah will look 
like a babe in arms.” 

The goods have been ordered and the seller has made 
no reference to a time for delivery since it allows 
him greater latitude in executing the other orders which 
he may have on his books. The customer has neglected 
to mention any definite time for the reason that he either 
was in no immediate need of the goods or wished to 
be considerate of the merchant and permit him to de- 
liver the goods at his convenience. 

The thoughtfulness is commendable and is one of the 
factors that makes a business man’s life so well worth 
living. But why should not the customer frankly state 
to the merchant when he wishes the goods delivered ? 
One the other hand, if the merchant would not leave 
the time of delivery entirely to what both parties to 
the transaction “thought” or “understood” there is not 
only far less chance of a dissatisfied customer but equally 
less chance of more serious results as well. 

The time may not have been mentioned. In the giv- 
ing of the order, however, the customer may have men- 
tioned to the merchant the circumstances that were con- 
nected with this particular order. The law is that when 


hee that are the result of simple word 
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Sales with Date of Delivery Indefinite 


By Albert Woodruff Gray 





ALBERT WOODRUFF GRAY 


Well known New York lawyer, who is writing, exclusively for 
HARDWARE AGE, a series of articles dealing with legal 
questions which present themselves in every day business ‘ 
transaction. Mr. Gray is a product of the small community tion of his own 
and is familiar with the difficulties encountered by the 
retail merchant in coping with legal questions such as he : F 

will discuss in this series the merchant liable for the 


no time for delivery is mentioned the delivery of the 
goods must be made within a reasonable time. Then, in 
a futile attempt to explain what is meant by a reasonable 
time, the decisions of the court have established a further 
rule that whether or not a cer- 
tain delivery was made within 
a reasonable time depends en- 
tirely on the circumstances 
surrounding the transactions. 
If, in speaking to the merchant 
about the order, the customer 
had told the merchant that he 
needed the goods he had or- 
dered to finish some work that 
he himself had agreed to do 
and that the work must be 
completed by a certain day, 
and further that unless the 
goods were delivered before 
that day the customer, in his 
turn, would be unable to com- 
plete his contract, this simple 
statement would apparently 
be harmless. The customer's 
purpose in ordering the goods 
is told to the merchant in the 
course of a friendly conversa- 
tion. No emphasis is placed 
on the importance of a prompt 
delivery nor is any time for 
delivery specified in the order 
itself. The failure of the mer- 
chant to deliver these goods 
within the time necessary to 
the customer for the comple- 
contract 
would, almost certainly, make 


loss which the customer 
suffered because of this delay. The time within which 
the delivery of these goods could be made and still be 
within a reasonable time and a consequent good delivery, 
would be determined by the circumstances surrounding 
the transaction and the purpose for which the particu- 
lar goods were bought. The merchant knew all those 
facts, or, in other words, had notice of them, and with 
that knowledge which, after the conversation, was fully 
as much a part of the contract as the amount to be paid, 
he undertook to deliver the goods and failed to deliver 
them within time, he must pay the customer his loss. 

This, of course, would not be true except in instances 
where the merchant knows the necessity for a definite 
time for delivery. 

It requires no great expenditure of energy that it 
should be clearly understood by both the merchant and 
the customer when goods are to be delivered. Nothing 
is gained by indefiniteness. Every business man recog- 
nizes the value of orderliness. Each article of mer- 
chandise has its place on the shelves, in the storeroom 

(Continued on page 69) 
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Coming Hardware Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
ConvENTION, Atlantic City, N. J., Oct. 15, 16, 17, 18, 
1928. Headquarters, Hotel Marlborough- Blenheim. 
Charles F. Rockwell, secretary, 342 Madison Avenue, 
New York City. 

CALIFORNIA Retait Harpware & IMPLEMENT AsSo- 
CIATION CONVENTION, San Francisco, Feb. 12, 13, 14, 
1929. LeRoy Smith, secretary, 112 Market Street, San 
Francisco. 

CONNECTICUT HARDWARE ASSOCIATION CONVENTION, 
February, 1929. Place to be announced later. Henry S. 
Hitchcock, Woodbury. 

ILtt1no1is RetarL HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, Hotel Sherman, Chicago, IIl., 
Feb. 12, 13 and 14, 1929. P. M. Mulliken, managing 
director, Elgin, III. 

INDIANA RetaiL HARDWARE ASSOCIATION CONVEN- 
TION, Indianapolis, Jan. 29, 30, 31, Feb. 1, 1929. G. F. 
Sheely, managing director, 911-913 Meyer-Kiser Bank 
Building, Indianapolis. 

Iowa RETAIL HARDWARE ASSOCIATION CONVENTION 
AND Exuisition, Hotel Savery and Des Moines Coli- 
seum, Des Moines, Feb. 12, 13, 14, 15, 1929. A. R. Sale, 
secretary-treasurer, Mason City. 

LouIsIANA RETAIL HARDWARE AND IMPLEMENT Asso- 
CIATION CONVENTION, Mansfield, June 17, 18, 19, 1929. 
Guy Nason, Secretary, Starkville, Miss. 

MICHIGAN RetaiL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Detroit, Feb. 5, 6, 7, 8, 1929. 
Headquarters, Hotel Statler. Exhibit at Convention 
Hall. A. J. Scott, Secretary, Marine City. 


MINNESOTA RETAIL HARDWARE ASSOCIATION Coke 


VENTION, Feb. 19, 20, 21, 22, 1929. Place to be dé 
cided later. Chas. H. Casey, manager-treasurer, Nicollet 
at Twenty-fourth Street, Minneapolis. 

MississipP1 Retail HARDWARE AND IMPLEMENT 
AssociaTIon CONVENTION, Gulfport, June 10, 11, 12, 
1929. Guy Nason, Secretary, Starkville. 


Mrssourt Retail HARDWARE ASSOCIATION CONVEN- 
TION AND ExnuisitTion, Hotel Statler, St. Louis, Jan. 
21, 22, 23, 1929. F. X. Becherer, secretary, 5106 No. 
Broadway, St. Louis. 


MounTAIN STATES HARDWARE AND IMPLEMENT 
Assoc1aTION CONVENTION, Denver, Colo., Jan. 15, 16, 
and 17, 1929. Headquarters to be announced later. W. 
W. McAllister, secretary-treasurer, P. O. Box 513, 
Boulder, Colo. 


NATIONAL HARDWARE ASSOCIATION CONVENTION, 
Atlantic City, N. J., Oct. 15, 16, 17, 18, 1928. Head- 
quarters, Hotel Marlborough-Blenheim. George A. 
Fernley, secretary-treasurer, 505 Arch Street, Phila- 
delphia, Pa 


NationaL House FurNISHING MANUFACTURERS 
AssocIATION CONVENTION, Stevens Hotel, Chicago, IIl., 
Jan. 14, 15, 16, 17, 18, 19, 1929. Warren Edwards, 
secretary, 189 W. Madison Street, Chicago, III. 


NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Lincoln, Feb. 5, 6, 7, 8, 1929. Exhibit will be at 
the University Coliseum. Hotel headquarters will be 
announced later. George H. Deitz, secretary, 414-419 


Little Building, Lincoln. 


New EncLaAnp Harpware DEa.ers’ ASSOCIATION 
ConvENTION, Mechanics’ Building, Boston, Feb. 20, 21, 
22, 1929. Geo. A. Fiel, secretary, 80 Federal Street, 
Boston, 9. 

New York STATE RetaiL HARDWARE ASSOCIATION 
CONVENTION AND ExuisiTIon, Rochester, Feb. 5, 6, 
7, 8, 1929. Hotel headquarters, Powers Hotel. Exhibit 
at Edgerton Park. John B. Foley, secretary, 412 City 
Bank Building, Syracuse. 

NortH Daxota Retatt HARDWARE ASSOCIATION 
CONVENTION AND ExuisiTION, Feb. 12, 13, 14, 1929. 
Place of meeting to be decided later. C. N. Barnes, 
secretary, Grand Forks. 

Oxnto HarpWaRE ASSOCIATION CONVENTION AND 
Exu1sition, Cincinnati, Ohio, Feb. 19, 20, 21, 22, 23, 
1929. Headquarters, Gibson Hotel. James B. Carson. 
secretary, 315 Mutual Home Bldg., Dayton. 

OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Jan. 29, 30, 31, 1929. Chas. L. 
Unger, secretary, 207-208 Bloomfield Building, Okla- 
homa City. 

PANHANDLE HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Amarillo, Tex., April 8, 9, 10, 1929. 
C. L. Thompson, secretary, Canyon, Tex. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
AssociaTION, Inc. CONVENTION AND EXHIBITION, 
Commercial Museum, Philadelphia, Feb. 12, 13, 14, 15, 
1929. Sharon E. Jones, secretary, 610 Wesley Building, 
Philadelphia. 

SoutH Dakota Retait HarDWARE ASSOCIATION 
CONVENTION, Sioux Falls, Feb. 5, 6, 7, 1929. Chas. 


H. Casey, manager, Nicollet at Twenty-fourth Street, 
* Minneapolis, Minn. 


SoUTHERN CALIFORNIA RETAIL HarpWARE ASsSOCIA- 
TION CONVENTION, Los Angeles, Feb., 1929. Definite 
dates to be determined later. H. L. Boyd, secretary, 
508 Spring Arcade Building, Los Angeles. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
AssociATION, composed of Alabama, Florida, Georgia 
and Tennessee, Convention and Exhibition in Atlanta, 
Ga., May 14, 15 and 16, 1929. Walter Harlan, secre- 
tary-treasurer, 701 Grand Theater Bldg., Atlanta, Ga. 

Texas Harpware & IMPLEMENT ASSOCIATION CON- 
VENTION, Dallas, Jan. 22, 23, 24, 1929. Dan Scoates, 
secretary, College Station. 


VIRGINIA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Jefferson Hotel, Richmond, Feb. 19, 20, 21, 1929. 
Thos. B. Howell, secretary, 602 Broad Street, Richmond. 


West Vircinta HarpwaRE ASSOCIATION CONVEN- 
TION AND ExursitIoNn, Fairmont, Jan. 22, 23, 24, 1929. 
James B. Carson, secretary, 315 Mutual Home Bldg. 
Dayton, Ohio. 

WESTERN RETAIL IMPLEMENT AND HARDWARE ASSO- 
CIATION CONVENTION AND ExuisiTion, Kansas City, 
Mo., Jan. 15, 16, 17, 1929. Hotel President, general 
headquarters. Sessions will be held in Missouri Theater, 
and the Western Hardware Show will be held in Con- 
vention Hall. H. J. Hodge, secretary, Abilene, Kan. 


Wisconstn Rerart Harpware AssocraTIon Con- 
VENTION AND Exuisition, Auditorium, Milwaukee, Fe). 
5, 6, 7, 8, 1929. P. J. Jacobs, secretary, Stevens Point. 
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~ Jobbers Object to Lower Cash Discount 


Hold Meeting of Protest in Pittsburgh Which Is Attended by Sheet Manufacturers, 


urgent plea to sheet manufacturers at 

a meeting held at the William Penn 
Hotel, Pittsburgh, Wednesday, Sept. 5, 
that the latter either rescind their recent 
action in reducing the cash discount from 
2 per cent to one-half of 1 per cent or 
defer its effective date from Oct. 1 until 
Nov. 1, to permit the jobbers to discuss 
the matter at the annual convention of the 
National Hardware Association at Atlantic 
City, N. J., Oct. 15 to 19. 

The Pittsburgh meeting was called by 
F. O. Schoedinger, Columbus, Ohio, chair- 
man metal branch National Hardware As- 
sociation, and represented another step on 
the part of the jobbers to stem the lower- 
ing of the cash discount terms, originally 
announced by the American Rolling Mill 
Co, Middletown, Ohio, and since adopted 
by all manufacturers of sheets. It fol- 
lowed a recent visit of a delegation of the 
sheet jobbers to the American Rolling Mill 
Co. at Middletown on a like mission. Be- 
cause the reduced discount is to become 
effective Oct. 1, and that date is prior to 
the metal branch annual convention, it 
was felt to be highly important that the 
position of the jobbers be laid before 
manufacturers promptly. 


Joven» of sheet steel made a very 


Jobbers Adopt Resolution of Protest 


About 30 members of the metal branch 
from various parts of the Eastern half of 
the United States met in executive session 
during the morning, at which the matter 
of the reduced discount was thoroughly 
threshed out, and resulted in the following 
report of a special committee : 

“Your committee wishes to present as a 
result of the deliberations of a special 
meeting held in Pittsburgh, the following 
resolution, which was originally adopted 
in 1899, when a similar movement to lower 
the cash discount was proposed: 

“That it is the sense of the National 
Hardware Association that the discount, 
2 per cent for cash in 10 days, formerly 
given by manufacturers of steel and iron 
goods, be not construed as bank interest, 
but as a premium for prompt payment 
and as an insurance or protection of cred- 
its, and further, that such or similar dis- 
count be retained where still allowed, and 
that we urge its restoration where it has 
been discontinued.’ 

“The reasons for this are as follows: 

“The cash discount is an insurance or 
protection of credit for the reason that it 
permits the extension of credit on a 10- 
day basis to those who are only entitled 
to credit for this period, and no longer. 

“If the 2 per cent is withdrawn, it will 
tend to increase accounts receivable of 
mills and jobbers to a figure that would, 
in many cases, necessitate refinancing and 
considerable capital. 

“The 2 per cent discount should not be 
rege-ded in light of bank interest, but as 
a premium for prompt payment or a pen- 





Who Defend Their Action 


alty for failure to make payment within 
the 10-day period. 

“The 2 per cent discount should be and 
is generally regarded as a legitimate item 
of cost, just as raw material, labor, freight, 
etc., and should be always added as such 
by all mills and manufacturers. 

“The reduction of the cash discount 
would reduce net profits of jobbers, which 
now are approaching the vanishing point; 
this can be definitely proved from reports 
compiled by our association. 

“The reduction of the cash discount by 
sheet mills would set an example for 
similar action by other groups of manu- 
facturers. 

“It would not be possible for jobbers of 
sheet steel, hardware and kindred lines to 
reduce their cash discount to one-half of 
1 per cent to their trade for the reasons 
given in articles one and two, and also 
because of the diversity of the lines dis- 
tributed by them and the competitive con- 
ditions among the hundreds of distributors 
handling sheet steel whose territories over- 
lap. 

“We understand that the chief conten- 
tion of the mills in proposing the reduc- 
tion of the 2 per cent discount is because 
they claim that it is costing them 36 per 
cent. We wish to refute this statement 
and point out the fact that the only cost 
to them is the interest rate that they are 
compelled to pay on their account receiv- 
able, which is offset by the penalty of 2 per 
cent collected from those who do not dis- 
count. 

“The jobbers can only figure 2 per cent 
on the number of turnovers of their stock, 
which average four times per annum, or 
8 per cent on the amount invested in stock. 
The one-half of 1 per cent discount, if 
put into effect, will show jobbers a loss of 
6 per cent. 

“The reduction of the cash discount will 
not only greatly increase the accounts re- 
ceivable, but will add to the cost of col- 
lection, which will affect both mills and 
jobbers.” 


Manufacturers Defend Their Action 


This report, which was signed by R. H. 
Lyon, Lyon, Conklin & Co., Baltimore; 
A. W. Howe, L. A. Osborne Co., Cleve- 
land; Walter B. Richards & Conover 
Hardware Co., Kansas City, and W. H. 
Donlevy, Carter, Donlevy & Co., Philadel- 
phia, formed the basis of the discussion of 
the afternoon meeting, at which the repre- 
sentatives of several of the sheet steel 
companies were present. 

As his company inaugurated the lower 
discount, it fell to the lot of Charles R. 
Hook, vice-president American Rolling 
Mill Co., to explain the reasons which led 
his company to take the step. He said 
that every possible angle of the matter 
had been considered prior to the announce- 
ment, and that among the phases that had 
been debated was the desirability of en- 





couraging prompt payment of bills. But 
there was also the fact, Mr. Hook pointed 
out, that it was much easier for jobbers to 
finance themselves, in view of the easier 
money and credit situation that now ex- 
ists, as compared with the time when the 
discount was set at 2 per cent. He also 
drew attention to the inconsistency of his 
company in allowing one-half of 1 per cent 
discount on steel loaded in one end of a 
car and 2 per cent on material in another 
part of the same car, when both products 
came from the same mill. In answer to a 
question, Mr. Hook said that 6 per cent of 
his company’s product passed into con- 
sumption through jobbing channels. He 
further justified the lower discount rate 
by observing that jobbers could borrow 
money at 6 per cent and actually net 9 per 
cent, and that the manufacturers received 
no discount on raw materials, and that in 
some cases, notably on spelter purchases, 
payment was made before the goods were 
received. 


Sheet Manufacturers’ Problems 
Stressed 


John Follansbee, president Follansbee 
Brothers Co., Pittsburgh, also spoke and 
was able to present both the manufactur- 
ing and jobbing viewpoint, since his com- 
pany manufactures sheets, and through a 
subsidiary does a jobbing business. Mr. 
Follansbee said his company would allow 
one-half of 1 per cent for cash on car- 
loads and 2 per cent for the smaller or 
warehouse lots. He said that on ware- 
house lots the price is $20 a ton over the 
mill base and that it was necessary to 
allow a high discount on such lots to in- 
sure prompt payment. Fred M. Fuller, 
assistant general manager of sales Ameri- 
can Sheet & Tin Plate Co., Pittsburgh; 
John J. Watson, general manager of sales 
Weirton Steel Co., Weirton, W. Va.; W. 
S. Horner, vice-president American Roll- 
ing Mill Co.; W. W. Latta, sales manager 
sheet steel division Wheeling Steel Cor- 
poration, and L. D. Mercer, general man- 
ager of sales Berger division, Central 
Alloy Steel Corporation, Canton, Ohio, 
also presented the views of the manufac- 
turers. The latter pointed out that the 
sheet manufacturers have as many trou- 
bles in sales as do the jobbers and made a 
strong plea for cooperation in the solution 
of the problems of distribution. The 
Newport Rolling Mills Co., Newport, Ky., 
was represented by F. A. Moeschl; Apollo 
Steel Co. by A. M. Oppenheimer, president. 

Those discussing the matter from the 
jobbers’ angle laid much emphasis upon 
the desirability of the manufacturers in- 
cluding the discount as part of the cost 
and to employ this method as a means of 
retaining the 2 per cent discount. This 
suggestion was met by manufacturers by 
one that the jobbers raise their sales prices 
to the extent of the reduction in the dis- 
count. 
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J. L. Donnelly Made Secretary | 
Illinois Mfrs. Association | 


James L. Donnelly, secretary of the 
Western Cartridge Co. of East Alton, IIL, | 
has been elected executive vice-president | 
and secretary of the Illinois Manufactur- 
ers’ Association, succeeding the late John 
M. Glenn, who died April 22, 1928. This 
action was taken recently at the regular 
meeting of the board of directors. Mr. 
Donnelly also was elected vice-president 
and secretary of the Illinois Manufactur- 
ers’ Mutual Casualty Association, Inc. 

The new secretary has been a director 
of the Illinois Manufacturers’ Association 
for eight years and for the last year has 
been first vice-president. He has been ac- | 
tive in association work, particularly in 
legislative matters. 

He promoted the organization of the 
Southern Division of the Illinois Manu- 
facturers’ Costs Association and acted as | 
chairman of that body for four years. The | 


. . | . ~ - . | 
Southern Division meets in East St. Louis | 


and, as the name indicates, its membership 
is largely made up of manufacturers from 
the southern and western parts of the 
State who are particularly interested in 
cost accounting and efficient, economical 
production. 

Associated with the Western Cartridge 
Co. for thirteen years, Mr. Donnelly has 
served in the following capacities with that 
company: secretary and legal adviser, di- 
rector of sales and advertising,-and--gen— 
eral executive. He has been a director in 
the Western Cartridge Co. and several 
associated companies for a number of 
years. 


a a 





Mr. Donnelly was educated at the Uni- 
versity of Missouri and the University of 
Michigan. After graduating from the law 
school of the latter institution he was ad- 
mitted to the bar of the State of Mis- 
souri and engaged in the practice of law 
at Kansas City. The board of directors of 
the Illinois Manufacturers’ Association in 
selecting Mr. Donnelly were influenced by 
the facts of his legal training and expe- 
rience combined with his experience in 
industrial and corporation affairs and inti- 
mate knowledge of the policies and prob- 
lems of Illinois manufacturers. Mr. Don- 
nelly is thirty-eight years old and is mar- 
ried and has two children. He will assume 
office on Oct. 1. 


Frederick F. Schummers Dead 


Frederick F. Schummers, who for more 
than thirty years conducted a retail hard- 
ware store in Fairport, N. Y., passed away ' 
at his home in that city on Sept. 2. He 
was eighty-one years of age. Mr. Schum- 
mers’ store was in the Schummers Block 
on West Avenue. He retired from active 
business a few years ago. 





Philadelphia Lawn Mower Co. 
Issues Catalog No. 29 


A very attractive catalog covering its 
complete line of lawn mowers has re- 
cently been issued by the Philadelphia 
Lawn Mower Co., Inc., 4250 Wissahickon 
Avenue, Philadelphia, Pa. Hand mowers, 





horse-drawn mowers and motor mowers | Clarence E. Walkley Returns to 


are shown in Catalog No. 29. The new 


Series “S” mower, constructed of pressed | 


steel and equipped with radial ball bear- 
ings, is also described and illustrated in 


this catalog. The book has been care- | 
fully compiled and gives a complete de- | 


scription of the company’s products. 


J. F. Parrish Dies—Was Active | 


in Hardware Association Work 

As reported in last week’s issue, J. F. 
“Jake” Parrish, member and manager of 
the Hamilton, Mo., retail hardware firm 
of Parrish & Son, died recently as a re- 








J. F. PARRISH 











sult of injuries sustained in an automobile 
collision. 

Mr. Parrish was driving to Kansas City, 
Mo., with W. E. Howell, who conducted a 
harness business in Hamilton, when the 
accident occurred. Mr. Howell was killed 
instantly and Mr. Parrish died on the way 
to the hospital. 

“Jake” Parrish was one of Hamilton’s 
leading citizens. He was born in the vicin- 
ity forty-five years ago’ and spent practi- 
cally his entire life in the community. He 
was first president of the Hamilton Ad- 
vertising Club and had served two terms 
as mayor of the city. Mr. Parrish had 
served as vice-president and president of 
the Missouri Retail Hardware Association 
and for the past six years had been a 
director of the Western Retail Hardware 
and Implement Association. He was well 
known for his merchandising methods. 

At the funeral services many well known 
hardware men paid their respects to the 
memory of “Jake” Parrish. H. J. Hodges, 
secretary of the Western association, rep- 
resented that body. C. C. Carter, a direc- 
tor of the N. R. H. A., was present with 
J. G. Wade, president of the Missouri 
Retail Hardware Association, and Jere 
Kimmel, a director of the Western Asso- 
ciation. Other hardware men at the ser- 
vices were: Tom N. Witten, Trenton, 
Mo.; J. V. Miller, Hiawatha, Kan.; W. C. 
Cole, W. H. Moulton and W. T. Lingel, 
Bethany, Mo.; R. L. Salle, Polo, Mo.; C. E. 
Schearer, Chillicothe, Mo., and several 
manufacturers’ salesmen. 








Peck, Stow & Wilcox Co. 


Clarence E. Walkley, who was formerly 
connected with the Peck, Stow & Wilcox 
Co., Southington, Conn., has returned to 
the sales department of the company and 
will devote his time to sales promotional 
work. 

Mr. Walkley was affiliated with the com- 
pany for 12 years as sales representative 
traveling the Eastern and Southern States, 
He has had a broad experience in the 
hardware field and is well known to the 
trade. Mr. Walkley’s father and grand- 
father were both formerly connected with 
the Peck, Stow & Wilcox Co. 


New Edition of Patent Book 
Issued by Richards & Geier 


Richards & Geier, patent and trade-mark 
attorneys at 374 Madison Avenue, New 
York City, have recently issued the fourth 
edition of “Patents, Law and Practice,” 
by Oscar A. Geier. This booklet gives 
complete information regarding the meth 
ods of securing both foreign and domes 
tic patents, the charges and taxes involved 
as well as the various legal formalities 
which must be followed when securing a 
patent. It covers the patent and trade 
mark situation very thoroughly. A copy 
will be mailed without cost to interested 
parties. 


Fire Damages Reisner’s Store 
on West 38th St., Chicago 


Fire starting early the morning of Sept. 
7 swept through the hardware store of 
L. Reisner at 2900 West Thirty-sixth 
Street. The flames for a time threatened 
other dwellings nearby. Reisner, his wife 
and three children were driven from their 
home above the store to the street by the 
fire. 

Chief George Graves of the First Divi- 
sion said the fire had apparently started 
from an incendiary origin; several other 
blazes had occurred in this section within 
the previous two hours. The damage was 
estimated at $3,000. 


Enterprise Hardware Co. Formed 
in Walterboro, S. C. 


The Enterprise Hardware Co., Walter- 
boro, S. C., has been organized recently 
by J. M. Witsell and associates. Mr. 
Whitsell will be president and treasurer 
of the new firm, which expects to open 
for business in the near future 





Ruff Hardware Co. Moves to 
New Home in Columbia, S. C. 


The Ruff Hardware Co., one of the old 
established concerns of Columbia, S. C., 
has recently moved into its new home at 
the corner of Main and Blanding Sts. 

The building is fireproof throughout, 
three stories high, including the basement, 
and has a total floor space of approxt- 
mately 11,000 sq. ft. 






















Jim Bennett Is Promoted Goes 
to South Norwalk, Conn. 
James A. Bennett, for 34 years con- 
with the New York sales office of 
Mfg. Co., South 


nected 


Le yckw (H id 


Bennett will hereafter make his headquar- 
ters at the plant in South Norwalk. 





JAMES A. BENNETT 











Mr. Bennett is recognized as a builders’ 
hardware authority, has been a very active 
member of the N. Y. Hardware Boosters 
for several years, and at the time of this 
promotion was assistant to the sales man- 


ager, W. S. Mace. Jim will make his 
home at East Norwalk, Conn. 


William S. Brown Dies 


William S. Brown, long head of the 
W. S. Brown sporting yocds store in 
Pittsburgh, Pa., and widely known in that 
branch of the hardware business, died at 
his home in Pittsburgh, Sept. 8. He was 
born Oct. 18, 1848, near what now is 
known as Edgewood, Pa., and before en- 
tering the sporting goods business in 1885 
had been a gold prospector in California, 
and later engaged in the coal business with 
his uncle, the late W. Harry Brown, in 
Pittsburgh and Cincinnati. 

Mr. Brown purchased in 1885 the sport- 
ing goods store of James Brown & Son, 
and for two years conducted the business 
as Brown & Hirth, then taking over the 
entire business. 


Bluestein Wants Catalogs 


Norwalk, | 
Conn., has been put in charge of the com- | 
pany’s price and pr ducts department. Mr. | 


























This is the third time within a compara- 
tively short period that the Everedy com- 
pany has acquired new holdings and aug- 
mented its manufacturing facilities. 

The company announces that it has been 
forced to speed up production in all depart- 
ments in order to keep pace with the de- 
mands for Everedy household specialties. 


Hygrade Lamp Co. Takes Over 
Vosburgh Miniature Lamp Co. 





A recent announcement states that the 
Hygrade Lamp Co., Salem, Mass., has 
purchased the business of the Vosburgh 
Miniature Lamp Co. of Orange, N. J. 


company has increased its output. 

The Hygrade Lamp Co. operates unde 
a license from the General Electric Co 
to use its incandescent lamp patents. This 


to 17,000,000 incandescent lamps a year. 


purchase will bring the Hygrade output up | 
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This acquisition marks the fifth time the | 


The Hygrade company is twenty-seven | 


old and= markets its 
through more than two hundred jobbers 


years 


and five thousand dealers. A subsidiary, 
the Neptron Corp., manufactures radio 
tubes. 


Samuel E. Burtis Passes On 


Samuel FE. Burtis, a retired hardware 
merchant of Brooklyn, N. Y., died re- 
cently at his late residence in the Hotel 
Chatelaine in Brooklyn. Mr. Burtis’s 
death culminated a long illness. When 
Mr. Burtis’s father died some sixty years 
ago, he succeeded to the business and 
conducted the same store at 125 Myrtie 
Avenue, which his father had opened in 
the early forties. Upon his retirement 
several years ago he entered the real 
estate business and remained in this line 
of endeavor until ill health forced him 
to retire from active work. Mr. Burtis 
is survived by his widow, a sister, a son 
and several grandchildren. 








De Laval Separator Co. Issues 
“Fifty Years of Service” 


“Fifty years of Service to the Dairy 





Norman Bluestein, retail hardware dealer | 


at 4541 Main Avenue, Norwood, Ohio, de- 
Sires catalogs and price lists covering 
household hardware. 


The Everedy Co. Builds New 
Plant in Frederick, Md. 


The construction of an additional plant 
which will provide many thousand of feet 
of extra floor space is now being construct- 
ed by the Everedy Co. of Frederick, Md. | 


Industry” is the title of a most interesting 
booklet issued by The De Laval Separator 


products | 








Co., 165 Broadway, New York City, com- 


memcrating the 50th De Laval anniversary. 


It graphically portrays the improvements | 


that have been made in the De Laval sepa 
rator since it was invented by 


Laval, and contains many testimonial let- | 
ters of appreciation from agricultural col- | 


leges and creameries. Events of 


booklet. 


interest | 
to the dairy industry are also noted in the | 


F. C. Gardner, Atkins Treasurer, | 


on Local Airport Committee 


Fred C. Gardner, treasurer of E. C. 
Atkins & Co., Indianapolis, Ind., has been 
named chairman of a special committee 
to recommend a site for a municipal air- 
port in Indianapolis. 


Dr. De 


L. H. Ragsdale Is President 
Cary Cabinet Corporation 


L. H. Ragsdale, 
of the H. T. 
cago, Ill. 


former sales manager 
Roberts Organization, Chi- 
has become president of the 
newly organized Cary Cabinet Corp., 
Springfield, Mo. Mr. a pio- 
neer in the radio cabinet 
very well known in the 


Ragsdale is 
and is 
furniture 


business 
radio 








L. H. RAGSDALE 











selling field. The Cary Cabinet Corp. has 
announced more than a dozen new designs 


of radio cabinets which are now being 
produced at the Springfield, Mo., factory. 
Sales offices have been established in the 
principal distributing centers of the United 
States. 


David H. Noyes Passes Away 


David H. Noyes, son of John H. Noyes, 
secretary of the Oneida Community, Ltd., 
Oneida, N. Y., passed away on Sept. 5, 
after a three weeks’ illness of pneumonia 
and a secondary infection. 

He was 25 years of age and for the last 
three years had been on the road for the 
Oneida company as a salesman, with head- 
quarters in Johnstown, Pa. 

Mr. Noyes was a graduate of Syracuse 
University, and while qt college was very 
active in sports, particularly golf. His 
death occurred on his third wedding anni 
versary. His widow, a two-year-old son, 
his father and mother and five brothers 
and sisters survive. 

‘New American Flyer Catalog 

The colored catalog the 
American Flyer line of miniature trains 
and equipment has recently been released 
by the American Flyer Mfg. Co., 2219 S 
Halsted St., Chicago, Ill. This 
has been carefully prepared, and shows all 
the colored merchandise in true colors. It 
measures 1114 by 83 in. and consists of 
48 pages. Many new features in the 
American Flyer line are shown in this 
catalog. Among the new items are, a new 
St. Paul locomotive, individual car light- 
ing and individual insert 
windows for the cars. 
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Lewis E. Dorfman Joins 
Gold Seal Electrical Co. 


Lewis E. Dorfman has been appointed 
sales manager of the appliance division of 
Gold Seal Electrical Co. of 250 Park Ave- 
nue, New York City, manufacturer of 
Gold Seal radio tubes and Gold Seal elec- 
trical appliances. 

Mr. Dorfman was formerly western 
sales manager for the Charles S. Fresh- 
man Co., and comes to Gold Seal with a 
remarkable background of achievement 
and sales ability. 

He will specialize in the sale of appli- 
ances and will devote some of his time 
to the radio tube business. 


The Payson Mfg. Co. Issues 
Supplement to Catalog No. 206 


The Payson Mfg. Co., 2916 Jackson 
Boulevard, Chicago, Ill., has issued a sup- 
plement to its hardware catalog No. 206, 
cataloging pull and push bar sets, door 
guards, door pulls, thresholds, kick plates, 
etc. These articles and many other items 





of door trim illustrated and described, are 
largely used in office buildings, hospitals 
or other public institutions. 





Trico Products Co. President 
Director of Buffalo Bank 


Congratulations are being received by 
John R. Oshei, president of the Trico 
Products Co., Buffalo, N. Y., upon his re- 
cent appointment to the board of directors 
of the Manufacturers & Traders-Peoples 
Trust Co., also of Buffalo. 

Mr. Oshei organized the Trico Products 
Co. in 1917 to manufacture automotive 
accessories. The company now employs 
more than 800 people and has an annual 
payroll of about $1,000,000. 


Kunz Joins Penn Hardware Co. 


Conrad Kuns, who recently resigned as 
southern representative for Sargent & Co., 
New Haven, Conn., after eighteen years 
in the southern territory for this company, 
has accepted a position with the Penn 
Hardware Co. of Reading, Pa. 





New Remington Cash Register 


A new cash register has recently been 
placed on the market by the Remington 
Cash Register Co., Inc., Ilion, N. Y., to be 
known as the Remington Model C. It has 
heen designed to meet the demand for a 
moderately priced cash register among 
merchants doing a cash business. 





Model C register is manufactured in 
three styles: Model C501, registering from 
5c. to $2.95; Model C502, registering Ic. 
to $4.99; and Model C503, registering lc 
to $9.99. There are many advantageous 
features combined in this cash register 
which make store accounting easy and 
accurate. 


The Silex Coffee Maker 


The Silex Co., 1 Laurel Street, Hart- 
ford, Conn., manufactures the Silex coffee 
maker which provides a new way to pre- 
pare coffee for drinking. 

The Silex can be used on electric cur- 
rent, gas stoves, coal ranges, over a blue 
flame oil stove or with alcohol lamp. It is 
easy to keep clean and always presents a 





shining and attractive appearance. Coffee 
made in the Silex does not come in contact 
with metal, which is said to spoil the nat- 
ural taste of the beverage. The glass com- 
partments of the Silex coffee maker pro- 
vide the means for making the coffee. 

















Water is poured in the lower bowl. The 
upper bowl is placed into the lower bowl 
and then the Silex is heated. In a few 
minutes water rises in the lower bowl and 
bubbles into the upper bowl. After the 
Silex is removed from the heat the fluid 
returns to the lower bow! and the coffee is 
poured. 

The Silex coffee maker illustrated is an 
electric model and has a nickel “S” handle 
and a small electric grill with a detachable 
rim. This grill can be used for numerous 
other purposes as well as in connection 
with the coffee maker. This product has 
been approved by the Good Housekeeping 
Institute, New York Herald-Tribune In- 
stitute, Fanny Farmer’s Cooking School 
and others. Full information can be ob- 
tained from the manufacturer. 





s 





Samuel H. Fulford Goes With 
Hubbard Hardware Co. 


Samuel H. Fulford, a veteran hardware 
man, recently joined the Hubbard Hard- 
ware Co. of Columbus, Ga. Mr. Fulford 
came to Columbus in April, 1888, and 
from that time till the present has been 
affiliated with the retail hardware business 
of that city. 


Fred J. Meyers Mfg. Co. Issues 
Fire Guard Catalog No. 70 


Catalog No. 70 has just been issued by 
The Fred J. Meyers Mfg. Co., Hamilton, 
Ohio, covering the Meyco line of fire 
guards and fenders for the fireplace, which 
it manufactures. This catalog contains 
illustrations and descriptions of nearly two- 
score designs of fire guards and fenders. 





Deming Water Systems Catalog 

The Deming Co., Salem, Ohio, recently 
issued Catalog K, devoted to Deming 
shallow well pumps, water systems and 
deep well pumping heads. 


Little Alta Electric Handsaw 


A new small electric handsaw with a 
cutting capacity of 2 in. is manufactured 
by the Wappat Gear Works, Inc., 7522 
Meade Street, Pittsburgh, Pa. The Little 
Alta saw is the latest addition to the Alta 
line of portable electric tools manufac- 
tured by this company. 

One of the most noteworthy features 
is the safety guard. The lower guard com- 
pletely incloses the saw blade and opens 





gradually by telescoping into the upper 
guard as the saw is pushed into the ma- 
terial. It immediately snaps shut as the 
cut is finished. 

The saw is built in three models: one 
for plain cutting, one with an adjustable 
dado cutter for grooving and one with a 
bevel cutter. A high speed universal mo- 
tor, fan cooled and mounted on ball bear- 
ings, furnishes the power and also shoots 
a blast of air in front of the saw, clearing 
the sawdust away and making it possible 
to accurately follow a line. The frame 
of the saw is of aluminum, highly pol- 
ished and all exposed parts have been rust- 
proofed. 

A handy steel saw table can be fur- 
nished, to which the saw may be attached, 
thereby adding greatly to its utility. 
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Washington News Letter 


“Model Traffic Ordinance” published by National Conference on Street 
Highway Safety—Department of Agriculture issues new index on farm 
products—July production of motor vehicles shows increase—Depart- 
ment of Commerce has prepared Simplified Practice Recommendation 


(Washington office of HARDWARE AGE) 

Directed at as nearly nation-wide 
uniformity in traffic regulations as 
compatible with local requirements, the 
Committee on Municipal Traffic Ordi- 
nances and Regulations of the National 
Conference on Street Highway Safety, 
of which Herbert Hoover is chairman, 
has prepared and published a 92-page 
“Model Traffic Ordinance.” It is ac- 
companied by an explanatory report 
and suggested drafts of the following 
three supplementary ordinances: (1) 
to create an official traffic commission; 
(2) to create a division of traffic engi- 
neering; (3) to control roadway and 
sidewalk obstructions. 

The subject is one which is of great 
importance to industry and trade, and 
retail stores are especially affected by 
reason of the parking problem. Pres- 
ent-day congestion results in losses to 
retail merchants which cannot be esti- 
mated. A discussion of vehicular traf- 
fic congestion and retail business is 
contained in “Retail Store Problems,” 
a publication of the Department of 
Commerce, which may be procured 
from the Superintendent of Documents, 
Government Printing Office, Washing- 
ton, or from any district office of the 
department for 20 cents a copy. A 
brief review of this publication has 
pa made previously by HARDWARE 

GE. 

General recognition has been given 
to the fact that the proper planning of 
traffic facilities is an important prob- 
lem, the solution of which may mean 
much to the free growth of a city and 
to its trade. It is the object of the so- 
called model traffic ordinance to assist 
city authorities in just such matters. 
Concerning traffic regulations and fa- 
cilities, the director of the New York 
Regional Plan has said: “The main 
obstacle to accessibility used to be dis- 
tance; today the main obstacle to acces- 
sibility is congestion. The direction of 
effort in the future should be to per- 
mit easy accessibility to and from main 
arteries of vehicular traffic, and the 
design of a comprehensive system of 
traffic circulation which will permit the 
free movement of through traffic and 
at the same time offer maximum facil- 
ity for local use of streets with the 
main arteries.” 





A new measure of the purchasing 
power of farm products has_ been 





No. 95 regarding skid platforms 
By L. W. Moffett 


adopted by the United States Depart- 
ment of Agriculture. The new index 
is based on retail prices of the farm- 
er’s purchases, rather than on whole- 
sale prices of non-agricultural goods. 
It is felt that this new basis will afford 
a more direct and accurate comparison 
than heretofore. Farm commodity pur- 
chasing power, according to the new 
index, with 100 representing the period 
1910-1914, averaged 99 for 1920; 75 
for 1921; 81 for 1922; 88 for 1923; 87 
for 1924; 92 for 1925; 87 for 1926, and 
85 for 1927. In June, 1928, the pur- 
chasing power index was 93, the high- 
est average attained since 1920. 

The new index numbers do not meas- 
ure the purchasing power of farmers, 
but merely that of a fixed quantity of 
farm products. They show the power 
of a given amount of agricultural com- 
modities to purchase certain kinds of 
other goods, as compared with the pre- 
war exchange ratios. The index num- 
bers do not measure changes in farm 
receipts or in farm expenses; nor do 


they take into account variations in | 
| by the College of Commerce and Ad- 


the quantities of farm products sold or 
of goods purchased, which are factors 
in the buying power of the farmer as 
an individual. 


Production of motor vehicles in the 
United States in July amounted to 
390,445 vehicles, of which 337,933 were 
passenger cars and the remainder were 
trucks. The July production repre- 
sents a high level and an increase of 
45.4 per cent over July of last year. 
Motor vehicle output in 1928, except 
for January, has been consistently 
above that for the preceding year. The 
total for the first seven months of 
1928 was 2,592,592 vehicles, as com- 
pared with 2,337,459 vehicles in the 
corresponding period of 1927, repre- 
senting an increase of 10.9 per cent. 
Passenger car production for the same 
period showed an increase of 12.9 per 
cent over the first seven months of 
1927, while truck production, January 
to July, inclusive, was 3.1 per cent 
below the output for those months in 
1927. 





Much talk of tariff revision is heard 
during the present Presidential cam- 
paign. It is probable that some have 








been led to believe that this means the 
tariff will be changed at the next ses- 
sion of Congress. While it is not the 
intention of political speakers to give 
this impression, it undoubtedly pre- 
vails. The fact is that there is hardly 
the remotest chance that the tariff will 
come up at the next session of Con- 
gress. It will be the last session be- 
fore President Coolidge retires. He 
has repeatedly stated opposition to 
further tariff tinkering at this time. 
Evidently he feels that if the tariff is 
to be changed he will leave the job to 
his successor. So business may rest 
easy that it will not be disturbed by 
any tariff legislation at the next ses- 
sion, though there may be tariff discus- 
sion, as there usually is. Oil and sugar 
interests especially are discussing the 
probability of tariff legislation at an 
early date, but the stage of discussion 
is not expected to be passed in that 
time. 


A study of merchant returns, made 


ministrations, Ohio State University, 
indicates that 18 per cent of all mer- 
chandise returns is outstanding nine 
days after sale. The average time be- 
tween the sale and return for all mer- 
chandise ftems is seven days, and varies 
with individual lines. About 65 per 
cent of home furnishings eventually 
returned are still outstanding at the 
end of four days after their sale. The 
study, entitled “Merchandise Returns 
in Department Stores,” is soon to be 
issued and will present its facts both 
for merchandise groups and for mer- 
chandise items. 


In accordance with the unanimous 
action of the general conference of rep- 
resentative manufacturers and users 
of skid platforms, the Department of 
Commerce has prepared and submitted 
for the approval of the industry a 
draft of Simplified Practice Recom- 
mendation No. 95, containing a pro- 
posed simplified schedule for the man- 
ufacture of skid platforms. Copies of 
the recommendation and of the accept- 
ance blank may be procured from the 
Commercial Standards Group, room 
316, Department of Commerce, Wash- 
ington. 
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General Market News 








Satisfactory Conditions Prevail 
In Country’s Hardware Markets 


NEw YORK, Sept. 19.—That jobbers and retailers throughort the 
country have begun to handle what they believe will be a very satis- 
factory fall trade is indicated by reports from the leading hardware 


markets. Guns, ammunition, 


cutlery 


and sporting goods and 


seasonal lines generally are in particularly active demand in prac- 


tically all markets. 


This would seem to indicate a healthy buying 


power on the part of the consumer. 
The agricultural districts have reaped large crops and the indus- | 
trial centers are feeling the benefit of increased buying as the season | 


advances. 


Prices are showing some irregularities but they are not numerous, 
and the situation in this respect is steady and quite firm. 
Collections are reported as fair. 


Week’s Price Average 99.7 P. C., 
Says Prof. Irving Fisher 


Prof. Irving Fisher, of Yale Univer- 
sity, announced Sept. 9 that the pre- 
vious week’s wholesale commodity 
prices, based on Dun’s quotations, av- 
eraged 99.7 per cent. The purchasing 
power of the dollar was 100.3c. on a 
1926 basis of 100c. The average for 
August was 99.8. 

Crump’s index for the week on the 
revised 1926 level was*92.8. The av- 
erage for August was 93.5. 

The Italian index on the _ revised 
1926 level for the week ended Septem- 
ber 3 was 74.5. 


Freight Loadings Show Increase 
Week Ended Sept. First 
Revenue freight loadings during the 


week ended September 1 totaled 1,116,- | 


948 cars, or an increase of 36,108 cars 


above the preceding week, the car ser- | 


vice ‘division of the American Railway 
Association reported September 11. 
Increases were reported during the 


week in the total loading of all com- | 


modities except forest products, which 
showed a slight increase. 

The total for the week of September 
1 was a decrease, however, of 412 cars 


below the same week in 1927, and a de- | 


crease of 26,500 cars below the corre- 
sponding week two years ago. 


Loadings for the week compared 


with the corresponding week last year 
were as follows: 
Miscellaneous freight, 444,668 cars, 


an increase of 17,052 cars; coal, 178,- 
093 cars, a decrease of 12,546 cars; 
grain and grain products, 57,341 cars, 
a decrease of 3206 cars. In the west- 


| ern districts alone, grain and grain 


products loading totaled 41,486 cars, a 
decrease of 1811 cars. 

All districts reported increases in 
the total loading of all commodities 
compared with the same week last 
year except the Pocahontas, Southern 
and Northwestern, which showed de- 
creases, but all except the Southwest- 
ern and Central Western reported de- 
creases compared with the same period 
two years ago. 


Bank Debits Show Decline of 
3 Per Cent for Week 





Debits to individual accounts, as re- 
| ported to the Federal Reserve Board 
| by banks in leading cities for the week 
| ended September 5, aggregated $13,- 
| 427,094,000, or .3 per cent below the 
total of $13,471,880,000 reported for 
the preceding week, and 16.4 per cent 
| above the total for the week ended 
September 7, 1927. 

Aggregate debits for 141 centers for 
| which figures have been published 
weekly since January, 1919, amounted 
| to $12,745,386,000, as compared with 

$12,810,465,000 for the preceding week, 


| and $10,845,000,000 for the week ended | 


| September 7, 1927. The current week, 


George W. Blabon Co. Reduces 
Printed Linoleum Prices 


Announcing a reduction on Aug. 22, 
the George W. Blabon Co., Philadel- 
phia, Pa., stated in its official notice: 

“With the purpose of equalizing price 
differentials between thin grades of 
straight line inlaid linoleum and printed 
linoleum that existed until recently, we 
desire to announce, effective as of this 
date, a reduction on 8/4 and 16/4 
printed linoleum of 10c. per square yard 
in our factory and district lists issued 


| under date of June 1, 1928. 


“New district prices on 8/4 and 16/4 
printed linoleum may be secured from 
your nearest Blabon jobber.” 


| Perfection Increases Discounts— 








| as well as the week ended September 7, | 


| 1927, contained but five business days. | 


Dealers to Get Bonuses 


A larger margin of profits for the 
dealer is provided in a new schedule of 
discounts announced by the Perfection 
Stove Co., Cleveland, Ohio, effective 
Sept. 1. 

An annual bonus on all purchases 
amounting to $250 or more during a 
calendar year also is a feature of the 
new program. 

On net purchases of liquid fuel stoves, 
including long-chimney Perfection and 
short-drum Puritan oil stoves and Puri- 
tan pressure-gas (gasoline) stoves and 
accessories, such as ovens, wicks, cab- 
inets and Perfection kerosene-burning 
room heaters, amounting to less than 
$100, the discount is 30 per cent. On 
all net purchases after and including 
a $100 qualifying order, the discount is 
3343 per cent. 

To qualify for the 33% per cent dis- 
count a purchase amounting to $100 net 
must be made at one time. All pur- 
chases made thereafter, during the same 
calendar year, regardless of the amount, 
will be invoiced at the 33% per cent 
discount. 

Annual bonuses will be credited to 
dealers at the end of each calendar 
year on all purchases during the year 
amounting to $250 net or more. The 
bonus on purchases amounting to $250 
or more, the bonus is 2 per cent; 3500 
or more, 4 per cent; $1,000 or more, 6 
per cent; $2,500 or more, 8 per cent, 
and $5,000 or more, 10 per cent. No 
bonuses will be paid on any shipments 


| prior to Sept. 1, 1928. 


In announcing the new series of dis- 
counts and the new bonus plan for deal- 
ers, the Perfection company stated that 
it was in recognition of the gradually 
increasing cost of doing business ou: 
of the retail store. : 
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(Pittsburgh office of HARDWARE AGE) | 

PITTSBURGH, Sept. 18.—Hardware business in this territory | 
when taken as a whole averages up well with the same period in re- 
cent years. Although business is not universally good, jobbers’ | 
salesmen are sending in frequent orders. These orders are not | 
large, but bear out the retail dealers’ policy of buying only to supply 
present requirements. 

It is expected that the opening of the coal mines will increase the | 
business of the company stores serving the mines. As cooler weath- | 
er is now on hand, coal for household use will soon be in demand, 
possibly bringing some of the mines back to steady operation. 

Activity in tires and tubes has continued and the same can be | 
said for beverage and preserving equipment. Builders’ hardware is 
showing some activity and increased demand for wire products is 
expected now that harvests are well on to completion, giving the 
farmers an opportunity to think of fencing. 

Prices for the most part remain firm. There has been no improve- 
ment in collections, which continue to lag. 


AUTOMOBILE TIRES AND TUBES. | are meeting with an increased demand | 
—The activity with this merchandise,| as preserving season progresses. No | 
which during the month of August was | price changes are reported. Demand | 
the highest in several months, has con-| has decreased slightly for bottling | 
tinued during the first three weeks of | equipment. 


this month. Jobbers and retailers be- JOBBERS’ QUOTATIONS TO RE- 
lieve that business lost during the sum- TAILERS F.O.B. PITTSBURGH: 
mer will be regained during the early Bottles.—Crown, 14 02., $6 per 
fall gross; 28 oz., $8.40; lightning stop- 
i per, 14 0z., $7.50; 28 oz., $$ 
JOBBERS’ QUOTATIONS TO’ RE- Caps.—In single gross lots, 18c. per 
TAILERS F.O.B. PITTSBURGH: | gross; 10 gross lots, 17c. per gross; 


| 50 gross lots, 16c. per gross. 
Cappers. — Everedy, $9 per doz.; 
Indestro, $10 per doz. 
Strainer Sets. —Everedy in dozen 
lots, strainer stand, $4 per doz.; 


Mansfield Tires.—High ees. 
cord, 30 x 3% in., extra size, $7.2 
each; straight side, $9.10; 31 x 4 in, 
$11.40; 32 x 4 in., $12.10; 33 x 4 in., 


ree 
21, io: helieon ed. 40° in. «SS "36 strainer, bag, $2 per doz.; filter bag, 
—-% we. 9 : $4 per doz. 

PRE gn ee Oe el Scales.—Universal, No. 1021, $1.25; 


Sie 60,32 x. 6 rim, $12.90; i x,¢ in.. No. 11021, $1.55; No. 19221, $2.50; No. 
Res ded c ae 1621, $3.50. 


sell "ESS a oe = 
3 “ae a. Par exch: 8 7 * Mason Jars.—Pints, $8.80 tg gross; 
ine, $210; 32 x 4 in., $2.20: 33 x 4 In., quarts, $10.10; 2 quarts, $13.1 
$2.30: "3° 4% in. $2.60; 33 x 4% in. Jar Rubbers.—Double lip re d, 80c. 


$2.70; 34 x 4% in., $2.80; 33 x 5 in., per gross. : 1 


Canning Racks.—No. 1, single jar, 


$3. zray tubes sell 15c. to 50c. less; de ee aes “ 
cocoa gray, 29 x 4.40 in., $4.65; 30 x 70c. per doz.; No, 2, 8 jar, $3.60 pei 
5 in., $1. 95; 31 x 5 in., $2.05: 30 x 5.25 doz.; jar wrenc h, 75c. per doz. , 

¢ “ ( Fruit Presses.—Enterprise, No. 6, 


On. § ee 9@r- 
in., 20 in, rim, $2.25; 32 x 6 in., $2.65; $6.25 each; Juicy, 3 qt., $3.50 each: 





33 x 6 in., $2.85. : ’ 6 qt., $4.30: 12 at., $6; Brighton, 2 at. 
BATTERIES.—A fair demand exists $3 each; 4 qt., $4.50; : 10 qt., $7. 
j ; ; Sealing Wax.—$2.50 per case. 
for flashlight batteries. The impetus Gaur "Prdeata indie, stnate ted, 
of shortening days and more constant $12.10 each; Eagle Junior, $24; Cant- 
s clog, single tube, 4.85 
use of radio sets has not as yet affected ist Gaeepers.—- Eaterorise, No. 
the demand for radio batteries. 12, $5.25 each; No. 22, $9; No. 32, $11. 
Kraut and Slaw Cutters.—Slaw 
JOBBERS’ QUOTATIONS TO RE- cutters, Rapid, $3 per doz.; No. 625, 
TAILERS F.O.B. PITTSBURGH: $3.60; No, 626, $4.80; Kraut cutters, 
Broken Unit No. 672, $1.15 each; No. 673, $1.35. 
Packages Packages Oak Kegs.— s 
ie Fem rans. 3'5-se me $2.22 $2.06 Red White White Oak 
eS RRS SSSA rears 2.97 Oak Oak Charred 
NO. 722 oo. e eee e eee eee 2.06 1.92 Seen 1.35 1.4; $2.40 
ES: . ue eee 3.00 2.80 o-met OR ey be 2.85 
i See 1.32 1.14 Yt eee 2.15 3.20 
RS ee 42 39 BOGAN, <6 o.c0i sce BES 2.45 3.75 | 
NO. 163 0... eee e eee eee 1.05 97 Te Sia 2.65 2.85 4350 | 
NO. 766 «2.0... eeeee eee 1.40 1.30 =~ eee 2.85 3.00 450 
wo ak tite SEE  e 1.40 1.30 i a 3.75 4.20 6.50 
No. Sn te oS 2.06 1.92 
i Shee pe nies 1.22 1.79 
No. 6 dry cells, ignition type, unit BOLTS, NUTS AND RIVETS.— —Prices | 
packages, 32%c. each. remain firm and demands show no | 
Flashlights.—No. 935, See: each; . 
No. 950; 6i%4c.; No. 790, 13c.; No. 705, change. Frequent sales make up for | 
1914¢,; No. 750, 13%. ; No. 791, 13¢. any lack in quantity. | 
sect Shot.—No. 1461, $1.67: No. 1661, _JOBBERS! QUOTATIONS TO RE. | 
nied ‘ AILERS, F.O.B. PITT : | 
BEV ERAGE A N D PRESERVING Bolts.—All styles, except stove and 





SUPPLIES. — Preserving accessories tire bolts, per 100 pieces, 60 per cent 





Activity in Pittsburgh Territory Compares 
Favorably with Last Year—Prices Firm 


off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 

Nuts.—All styles, 60 per cent off 
list. 

Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 

BUILDERS’ HARDWARE. — Activity 
is noticed in this line as fall construc- 
tion starts. Prices continue firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, in 3 in x 3 in., $18.50 per 100 
pair; 3% in. x 3% in., $19; 4 in. x 
4 in., $30. 

Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.95; 10 in., $4.80; 
extra heavy, T, 6 in., $2.30 per doz.; 
S in., $3.40; 10 in., $5.40; light strap, 
with screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per 100 pair; 
{ in., $12.60. 

Hasps.—Hanger, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
‘ i.. Fec.: 6 in., $1. 05: safety, 3 in., 
97c. per doz.; 4% in., $1.14; 6 in., 
$1.60. 

Garage Sets.—Swinging hinges, 10 
in., $3 per set. 


COAL HODS.—No increased call for 


| this merchandise is noted other than the 


usual demand that exists at this time 
of the year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Galvanized, 16 in., $4.30 per doz.; 
17 in., $4.75; 18 in., $5.25. 
PAINTING SUPPLIES.—Moderate ac- 
tivity is reported for painting supplies. 
No change of price is shown. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 


Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(whites and dark greens, 12c. per 
gal. higher); white lead, 13'%c, per 
Ib. in 100-Ib. lots; 10 per cent less in 
lots of 500-lb. or more, and extra 4 
per cent less in lots of a ton or more; 
turpentine, 69c. per gal. in barrel 
lots; raw linseed oil, 11.3c. per Ib. in 
barrel lots, 

ROPE.—As reported recently jobbers 
quote No. 1 manila rope to retailers at 
24c. per Ib., f.o.b. Pittsburgh, for % in. 
and larger. With the abandonment of 
a base price plus extras for smaller 
sizes, this reduction of lc. per pound 
makes the price on these sizes remain 
the same. The cut applies to sizes 
7/16 in. and larger. Sisal rope is also 
unchanged, being quoted at 16c. per lb. 
for No. 1 grade. 


STOVE AND FURNACE PIPE.— 
Cooler weather will bring activity to 
this line, but at the present the demand 
is normal for the season. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 
Stove Pipe.—Nested, 5 in., $3.20 per 
crate; 6 in., $3.40; 7 in., $4.05; corru- 
gated elbows, 5 in., $1.30 per doz.; 
6 in., $1.40; 7 in., $1.85. 


Furnace Pipe.—No. 26 gage, 8 in., 
l6c. per ft.; 9 in., 17¢c.; elbows, 8 in. 
36c. each; 9 in., 40ce. 


WIRE PRODUCTS.—Now that har- 


| vests are well along and have been for 
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the most part profitable, attention is Ee a ree 3.15 3.60 
‘ . 0. on . OO Bae aa 3.20 3.70 
being given to fence building. Stimula-| No. 13 (177./22//27272: 3.30 3.85 
tion in the demand for fence wire and No. 14 ...-....---0. 00s 3.40 4.05 
. . . A - > ee Ree oe 3. 4.30 
posts is being felt at this time. Nails RR ee Ne 3.80 4.45 
continue to enjoy a steady demand, “ ao oe (per 80-rod opel; sae 
with no price changes reported. ag ila dale el ed et 
6d 6:0 cde 0.0-de tee Se Rade 3.43 
JOBBERS’ QUOTATIONS TO RE- 4 

* a Re a es eee eee 3.17 
TAILERS, F.0.B, PITTSBURGH: 2-point cattle (special).......... 2.25 
Fence Wire ield Woven Wire Fence (per 100 

per 100 Ib. Annealed Galvanized rods): 
No. 6 to 9 gage........ $3.05 $3.50 BME) soos Savink tek O86 baba 6 en $39.80 
NEO: coo ccscnesscure 3.10 3.55 BN cis aceskc is ue ssevoveean 55.80 








EE» GUS eeeehaoeseesaveeewss 27.70 
EU \6éa subsea so busWa babe sa se 37.00 
DEE. Giuw cde owise ema gihh ex s ehies . 80 
8 eS a ee 
No. nee and rabbit (No. 14 sige): 

i ME 62 cos0Sb one telces bere cs 
SEE isa aoa 3a SOY Boe eh a9 <0 14.00 
RP yee eee 49.50 


Steel Fence Posts: 
Galvanized Painted 
Tubular Formed 
sistocte she eel eee 
tS Se ee 55c. each 38c. each 
65c. each 40c. each 


rt. 

ft. 

ft. 

i ET OS 45c. each 
right nails, base per keg. $2.90. 








Cleveland Reports Seasonal Items Active— 
Staples Are Steady—Prices Mainly Steady 


(Cleveland office of HaRDWARE AGE) 

CLEVELAND, Sept. 18.—Hardware sales show a gain over last 
month. Seasonal merchandise for fall has become more active, but 
seasonal goods for winter are selling rather slowly. Jobbers are 
taking quite a little business in lawn mowers and garden hose for 
spring shipment. Seasonal sporting goods lines, including guns, 
ammunition and football goods are moving fairly well. Seasonal 
lines that are active for early shipment include fruit presses, kraut 
and slaw cutters. Window ventilators are also moving well. 
Staples are in steady demand. Orders placed by retail dealers are 
of fair size and well assorted. There are few price changes, although 
price irregularities are appearing on some lines. A 21% per cent 
reduction has been made on soil pipe. 

Collections are fair, showing no marked change in the last few 


weeks. 


AUTOMOBILE TIRES AND ACCES. | ooutié Lee oe tencecees eH 
SORIES.—With the touring season 32x4 BR rsost om 2.20 
nearly over, the demand for tires has | sant Bae. trestesee se ee 
fallen off considerably, although it is| 3ox4y% 15.95 20.55 8 ply 2 60 
is ti } 33x44 16.60 21.30 8 ply 2.70 
sent oral for che inate | deg HE Re IB EB 
- doX BE aeeeteeseee >. 
TAILERS, F.0.B. CLEVELAND: | 36x4%6 UD chet ee 3.10 
Mansfield Ballon Tires and Tubes: 30x5 .-.- 26.20 8 ply 3.25 
Heavy Heavy | 33x5 21.70 28.95 Sply 3.55 
Regular Duty Duty 34x5 oh’ oa a4 8 ply = 
Tires Sizes 4 Ply 6 Ply Tubes ae wee i ee 
27x4.40-19 $7.60 os a aane ‘tte 0 SoS AB 
29x4.40-21 8.00 $9.75 1.65 . eee A ‘4s 
30x4.50-21 8.90 11.35 1.75 32x6 wove 42. ply 5.45 
28x4.75-19 9.65 : 1.85 36x6 ix 46.60 10 ply 5.85 
29x4.75-20 10.05 rate 1.90 osx? cae 86 
30x4.75-21 10°45 1.95 38x7 Suen 65.35 10 ply 8.25 
29x5 00-19 10.40 1:95 36x8 ae 85.35 12 ply 10.20 
30x5.00-20 10.75 2:00 40x8 Saar les 
31x5.00-21 11.20 2.05 JOBBERS’ “QUOTATIONS TO RE- 
a ET +%3 4 TAILERS, F.O.B. CLEVELAND: 

x © 45 Oreck r We quote from jobbers’ stocks, 
ye eee rd f.0.b. Cleveland: Millers Falls, No. 
31x 26-21 12°90 15.10 245 145 jacks, $3.75. Derf spark plugs, 
29x5.50-19 13.30 15.50 2°60 96c. each for all sizes in lots of less 
30x5.50-20 i 16.45 2°70 than 50; Champion X spark plugs, 
30x6.00-18 ers 16:60 2'50 45c. each for less than 100, and 4lc. 
3126.00.19 date 17.10 2'85 each for over 100; Champion regular, 
ee are i740 2°65 53c. each for iess than 100, all sizes; 
33x6.00-21 ak 18.00 2:85 50c. each for over 100. 
34x6.00-22 ee 18.75 2.90 ° ° P 
35x6.00-23 Sin 19.55 3.00 AXES.—The demand is fair, showing 
ome ptf vee pag y+ some gain over a few weeks ago. 
32x6.50-20 tees 20.85 3.00 JOBBERS’ QUOTATIONS TO RE- 
or se vane _s ed TAILERS, F.0.B. CLEVELAND: 
32x6.75-20 exe 22.50 3.50 First grade single bitted, rustless, 
33x6.75-21 ete 23.30 3.55 black finished handled axes, $19.50 
34x7.30-20 31.95 3.85 base per doz.; unhandled, $15.50 per 

Mansfield Hi h ‘ Pecesete Twee and doz.; double bitted, handled, $24.50 
ener e 9 per 8; ~~ bt tted, unhandled, 

r doz.; 60c. increases for dozen 
Cord Casings—~ Heavy lots weighing 42 to 48 Ib. and simliar 

- ery Truck Be advance for each 6 Ib. additional 

Size eS Tapes weight increase. 
30x3 Ge ‘Keheseesous $1.30 7 
ER, Noy.) ie kascete 1.40 BATTERIES.—The demand for radio 
os SO ee 1.40 batteries is holding up well. Prices are 
Eee Ws OID) eddcsnccivs 1.40 unchanged. 





! 


| 


| 
| 
| 


BOLTS AND NUTS.—The 
continues steady and very satisfactory. 
Prices are firm. 





JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. CLEVELAND: 


B & C Radio Batteries: 


Packages Lots 
Unit Broken 
$1.22 


le Aer err Pe $1.14 

SS eee 1.30 1,40 
Tp Sa Soa 1.92 2.06 
I SS re 2.33 2.53 
PRR eae s 2.8 3.00 
PRE Ses obacavescus 2.97 3.20 


Dry Cell A_ batteries, No. 7111, 
35%c. in standard packages; 40c. in 
broken lots; Columbia igniter dry cell 
batteries, 32%c. in standard pack- 
ages; 36c. in broken lots. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Standard binder twine, f.o.b. Chi- 
cago and North Plymouth, Mass., 
$5.50 per bale; f.o.b. Cleveland, $5.62 
per bale; Competition twine is 37%4c. 
lower. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Jobbers quote f.o.b. Cleveland for 
less-than-case lots of one size with 
an extra 10 per cent for full case lots 
Machine and carriage bolts, cut 
thread, hot pressed and cold punched 
nuts and lag screws at 60 per cent off 
list. Bolts with rolled thread 60 and 
10 per cent off list. Stove bolts 75 
and 10 per cent off list. Semi-finished 
nuts in bulk, 60 per cent off list; 54 
per cent for packages. 


BUILDERS’ HARDWARE.—This 
not very active at present. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

In case lots, lock sets, $5.25 per 
doz.; heavy strap — 6 in., $1.45 
per doz.; 8 in., $2.38 per doz.; extra 
heavy T hinges, 6 in., $1.73 per doz.; 
8 in., $2.80 per doz, 

Butts, case lots, 3 in., 16%c. per 
pair; 3% in., 17c. per pair; 4 in., 23c 
per pair; for less than case lots all 
sizes are 1 to 2c. per pair higher: 
Butts with sand blasted finish are 4c. 
per pair higher. 

Ornamental hinges, standard finish. 
$1 per doz.; nickel finish, $1.25 per 
> sand blasted finish, $1.20 per 

Oz. 


JOBBERS’ QUOTATIONS a RE- 
TAILERS, F.O.B. CLEVELAN 

28-gage corrugated roofing “ ‘$4.01 
for 1% in., and $3.97 for 2% in. per 
square, f.o.b. Pittsburgh, for ten 
squares or more. 





BINDER TWINE.—There is fair de- 
mand at present for binder twine for 
tying corn. 


demand 


—e 


s 


| CHAIN HOISTS.—One leading manu- 
facturer has made a 5 per cent price ad- 
vance. 
CORRUGATED ROOFING.—Sales are 
fairly good. There is some talk of a 
price advance. 
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FITTINGS. — Jobbers have revised | 


prices to conform with recent price 


changes by manufacturers. Cleveland | 


jobbers now quote malleable and cast 


list. 


GAME TRAPS.—Buying for the com- | 


ing season has so far been light. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Victor traps, No. 0, $1.10 per doz.; 
No. 1, $1.38 per doz.; No. 1%, $2.44 
per doz.; Oneida jump, No. 0, $1.59 
per doz.; No. 1, $1.83 per doz.; No. 
1%, $2.81 per doz. 


GLASS BAKING WARE.—Business i 
quite satisfactory in this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Casseroles.—Round, or oval, 1 qt., 

> 1% qt., $1.17; 2 qt., $1.33; square, 

.17; casseroles with fancy covers, 
35c. higher. 

Pie Plates.—8 in., 50c.; 9 in., 60c.; 
10 in., 67c. 

Bread Pans.—No. 212, 60c.; No. 214, 


$1. 
Utility Dishes.—No. 231, 67c.; No. 
232, $1.17. 


Teapots.—2 cups, $1.67; 4 cups, $2; 
6 cups, $2.33. 


HOUSEHOLD CLEANERS.—The de- 
mand is light. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Presto pipe opener, $2 per doz.; 
Presto toilet bowl cleaner, $1.85 per 
doz.; Presto tile and porcelain clean- 
er, $1.20 per doz.; Presto vegetable 
oil soap, $2.60 per doz.; Presto Met- 
L-Shyn, $3.60 per doz.; Presto Silver- 
shyn, $1.80 per doz.; Presto water- 
less cleaner, 2 pt. cans, $5.40 per doz.; 
5 pt. cans, $9 per doz.; Presto win- 
dow cleaner, 6 oz., $3.6@ per doz.; 
12 oz., $5.40 per doz.; Presto Lustre 
Furniture Polish, 6 0z., $2.60 per doz.: 
12 oz.,. $4.82 per doz.; 16 0z., $5.40 per 
doz.; Presto dry cleaner, $3.60 per 
doz. 

Desolvo special pipe cleaner, 10 oz. 
size, less-than-case lots, $2.25, per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo. 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz; half-gross lots, 
$3.75 per doz; in gross lots, $3.50 per 
doz. Desolvo triple strength in 2 lb. 
ean, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less-than- 
ease lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less-than-case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 
per doz. 

Chaco boiler liquid, single quarts, 
$2.50; half doz. quantity, $2 per at., 
and dozen quantity, $1.75 per qt. 

Hercules tile and porcelain cleaner, 
of? per doz.; in gross lots, $1.90 per 

oz. 

Hercules radiator stop leak, 8 oz. 
cans, 1, 2 and 3 doz. cans to a carton, 

3.50 per doz. 

Hercules boiler liquid, quart cans, 
$1.50 each. 


ICE CREAM FREEZERS.—Orders are 
tapering off and the season has not 
been very satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 


iron fittings at 23 and 10 per cent off | 








Or factory with freight allowed to 
destination on 12 or more as follows: 

White Mountain, 2 qt., $5.65 each: 
4 qt., $8.25 each; 6 qt., $10.45 each; 
8 qt., $13.50 each; this price is sub- 
ject to 50 per cent discount. 

Lightning, 2 qt., $5.50 each; 4 aqt., 
$8 each; 6 qt., $10 each; 8 qt., $13 
each; subject to a 55 per cent dis- 
count. 

Blizzard, 2 qt., $5.50 each; 4 qt., $8 
each; 6 qt., $10 each; 8 qt., $13 each; 
subject to discounts of 55 and 7% 
per cent. 

Acme, 2 qt., in half-dozen lots, $8 
per doz.; in broken packages, $8.40 
per doz. 


LANTERNS.—Demand for these for 
early delivery continues fairly heavy. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 

Victor, hot blast lanterns, $8.50 per 
doz.; Blizzard, $13.25 per doz.; D-Lite, 
$13.25 per doz.; large fount D-Lite. 
$14.50 per doz.; Little Wizard, $9 per 
doz.; same with red or green goid, 
$11 per doz. 


LAWN HOSE.—Quite a few orders are 
being taken for spring shipment. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

2-braid, molded uncoupled hose, ™% 
in., 6%c. per ft.; % in., 74c. per ft.; 
% in., 8%c. per ft.; coupled hose is 
4c. per foot higher. 


LAWN ROLLERS.—Sales so far for 
next spring have been light. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

No. 4 lawn rollers, 18 x 24 in., plain 
bearings, $10 each; No. 5, 18 x 24 in., 
with ball bearings, $12.75 each; No. 7, 
24 4 24 in., with ball bearings, $14.50 
each, 


NAILS AND WIRE.—The demand is | 


moderately active and prices are un- 
changed. Recently there was some 


price shading, but this is less in evi- | 


dence at present. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Nails, factory shipment, car lots, 
$2.65 per keg, less-than-car lots, 
2.80 per keg; stock shipment, $2.75 
per keg; No. 9 galvanized wire, $3.30 
per 100 lb.; No. 9 annealed wire, $2.85 
per 100 lb.; polished fence staples, 
$3.30 per 100 Ilb.; galvanized fence 
staples, $3.55 per 100 Ib. 

Barbed Wire.—Barbed wire, stock 
shipment, Lyman, 4 point, $3.08 per 
80 rod spool. Hog wire, $3.33 per 
80-rod spool. 


| PAINTERS’ SUPPLIES.—With the ap- 


proach of the fall painting season the 
demand for paints and oils is more 
active than for some time. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 


Turpentine in bbls., 63c. per gal.; 
less than bbl., 78c. per gal. 

Linseed oil in bbls., 84c. per gal.; 
less than bbl., 99c. per gal. 

White lead in 100-lb. kegs, 13%4c. 
per lb.; in 50 and 25-lb kegs, 1316c. 
per lb.; in 12%-lb kegs, 14%4c. per 
lb. Quantity discounts, 500 lb, to 1 
ton, 10 per cent. One ton or more, 
10 per cent and 4 per cent. 

Enameling lacquers, $1.20 to $1.65 


PREPARED ROOFING.—This is mov- 
ing better than for some time. When 








prices were unusually low retailers 


| stocked up and a lull in buying followed 


the price advance. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 

Popular grades: Light, $1.13 per 
roll; medium, $1.35 per roll; heavy, 
$1.50 per roll; slate surface roofing, 
$2.50 per roll. 


RADIO EQUIPMENT.—This shows 
more life than recently and a heavy 
volume of business is looked for this 
fall. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. CLEVELAND: 

CX No, 112, $3; CX No. 326, $2.50; 
C No. 327, $5; CX No. 380, $4.50; CX 
No. 371A, $3. 

Philco 6-180-volt, AB-686, socket 
power units, $33; AB-386, $39: AB- 
382, $45; 6-150-volt, AB-663 and AB- 
356, $27; AB-623, $33; 4-volt, AB-463, 
$27. AB-423, $30; 6-volt, A socket 
power units, A-603, $16.50; B socket 
units, B-86, $21; B-603, $16.50; Philco 
trickle charger, TC-60, $6. 


ROPE.—The demand is steady and fair. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. CLEVELAND: 


Best grade manila rope at ‘2l1%e. 
per lb. for factory shipment and 22c. 
per lb. for stock shipment; sisal rope, 
l6c. per lb. for factory shipment and 
16%4c. for shipment from stock. 

SHEETS.—The demand is better than 
a few weeks ago. While mills have an- 
nounced price advances for the fourth 
quarter the new prices have not yet 
been tested. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 


24-gage galvanized sheets at $4.45 
per 100 Ib. 


SOIL PIPE.—A 2% per cent reduction 


| has been made on soil pipe. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 

_ Standard soil pipe, 54 per cent off 
ist. 

Extra heavy, 64 per cent off list; 
fittings, 49 per cent off list. 


WEATHERSTRIPPING.—tThis is mov- 
ing well, particularly copper weather- 
stripping. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Home Comfort weatherstripping in 
caitons and in 500-ft. reels with reel, 
34%c. per ft.; Airseal, 500-ft. spools, 
Ze. per ft. 

Copper weatherstripping, Tac-Ezy, 
36 in. window sets, 90c. each; 42 in., 
$1 each; 3 ft. x 7 ft. door sets, $1.25 
each; coil strip, 1 in., $3.85 per 100 
ft.; 14% in., $4 per 100 ft. 


WOOD SCREWS.—These are moving 
well. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CLEVELAND: 

Flat head, bright screws, 60 per 
cent off list; round head, blued, 50 
per cent off list; flat head, japanned, 
40 and 5 per cent off list; round head, 
nickel on steel, 2744 and 10 per cent 
off list; flat head, brass, 50 per cent 
off list; round head, brass, 40 and 10 
per cent off list. 


To Discontinue Use of Words “‘Battleship’’ and “Government” 


been held by the Federal Trade Com- 
mission to be an unfair trade practice. 
A paint manufacturer charged with 
this kind of advertising signed a stipu- 
lation agreement with the Commission 
to discontinue the practice. 


Designation of paints with the words 
“Battleship” and “Government” to im- 
ply that the product so labeled was 
manufactured in accordance with army, 
navy, or Government specifications, 
when in fact it was not so made, has 


The Commission also has entered 
into a stipulation agreement with a 
seller and distributer of hardware to 
stop using the word “steel” as a brand 
or label for tools made entirely or 
partly of metals other than steel. 








PP MR RE Reman ane we on ete Me 


ae 


Ee wt 


PED Sa A NAD wna one RE Sy! 








50 HARDWARE AGE for SEPTEMBER 20, 1928 





Business Good in Seasonable Lines— 
Prospect Better at Chicago 


| Syphon hose sets, $5 per dozen; 


(Chicago Office of HARDWARE AGE) 


CHICAGO, Sept. 18.—Normal activity is reported on staple mer- 
chandise. Seasonable items continue in increased demand. 

Futures are exceptionally good in steel goods and garden hose. 
Especially active at present are: 
knives, husking gloves and pins, grain scoops, bicycles, alarm clocks, 
auto tires and tubes, axes, cutlery, footballs, window glass, hunting 
clothes, prepared roofing, saws, heating stoves and weather-strip. 


Jobbers’ stocks are large. 


pected, as conditions are reported very favorable. 


Lawn rakes, grass seed, corn 


An exceptional fall business is ex- 


The lower level 


of grain prices is declared to be offset by good prices for cattle, hogs, 


poultry and dairy products. 


Prices are generally steady, although a few price changes of 
minor importance were noted. Pruning and hedge shears advanced 


about 5 per cent. 


Certain makes of lawn sprinklers declined 5 per 


cent. Possibilities of advances by Jan. 1 are reported on mixed lawn 


grass seed and bicycles. 
are showing a stronger trend. 


Steel and steel products, in some instances, 


Steel mills of the Chicago district are now operating at a small 
increase over the 80 per cent capacity, which has been the recent 


average. 
stronger. 


The steel situation appears very favorable. Prices are 


Collections remain fair, with brighter prospects ahead. 





ALARM CLOCKS.—Dealers are buy- 
ing in good quantities. Prices are 
steady, stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Big Ben, $27.48 per doz.; Big Ben 
Lum., $37.92 per doz.; Baby Ben, 
$27.48 per doz.; Baby Ben Lum., $37.92 
per doz.; Ben Hur, $21.12 per doz.; 
Ben Hur, luminous, $29.52 per doz.: 
Blue Bird, plain dial, $14.64 per doz.; 
Blue Bird, luminous dial, $21.12 per 
doz.; Sleepmeter, $16.80 per doz.; 
Sleepmeter, luminous dial, $25.20 per 
doz.; America, $12.60 per doz.; Baby 
Ben DeLuxe, colored assortment of 
three clocks, 1 each rose, blue and 
green, $7.92 per assortment. Display 
stand included with each assortment. 

Tiny Tim, assorted colors, nickel, 
walnut, old rose, blue, green and yel- 
low. Come packed in an assortment 
of six, one of each finish, $9 per as- 
sortment. 

New Haven Tick Tock, assorted 
colors, green, red and yellow, $20.40 
per doz. New Haven Tom Tom, 
$26.40 per doz.; New Haven Tom 
Tom, luminous dial, $34.20 per doz.; 
New Haven Tidy Tot, $26.40 per doz.; 
New Haven Tidy Tot, luminous dial, 
$34.20 per doz.; New Haven Quintet 
Pentagon Watch, silver dial, $15.84 
per doz.; New Haven Quintet Penta- 
gon Watch, radium silver dial, $19.92 
per doz. 


AUTOMOBILE ACCESSORIES.—De- 
mand continues good. Prices are un- 
changed and stocks are ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Spark Plugs.—-Splitdorf for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box Line, 53c. each; A. C., 53c. each: 
lots of 100, 50c.; A. C., Special Ford, 
36c. each. 

Spot Lights.—Appleton, No, 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps.—Rose, 1% in. 
$1.85 each. 


cylinder, 





Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Cord, $5.45; heavy 
duty oversize, $7.25; 32 x 4 Liberty, 
$10.20; heavy duty, $12.10; tires, 29 x 
4.40, $8; 32 x 6.20, heavy duty, $17.40; 
tubes, 30 x 3%, $1.40; balloon tire 
tubes, gray, 29 x 4.40, $1.65; 32 x 
6.20, $3. 

AXES.—Warranted grades are in best 
demand. Good demand is also noted 
for scout and motorists’ hand axes. 
Prices are steady and strong on all 
grades. Stocks are complete. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Handled axes, warranted = grade, 
single bit, 3 to 4 Ib., $18 to $20 per 
doz.; double bit, 3 to 4 Ib., $23 to $25 
per doz.; handled axes, service grade, 
single bit, 3 to 4 Ib., $15 per doz. 

BICYCLES.—Demand increasing with 
opening of school. Slightly higher 
prices may be expected due to advances 
of equipment. Stocks are large. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 

Double Bar Moto-Bike Model. 
$26.25; ladies’ model, $25.90; girls’ 
and boys’ juvenile model, $23. 60. 

BOLTS AND NUTS.—This line con- 
tinues in good demand at steady prices. 
Stocks are ample. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Carriage bolts, cut thread, 60 per 
cent discount; small carriage bolts, 
rolled thread, 60-10 per cent discount: 
machine bolts, cut thread, 60 per cent 
discount; small machine bolts, rolled 
thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount: 
lag screws, 60 per cent discount. 


BOTTLING SUPPLIES.—Demand is 
slowing up with cooler weather. Prices 
are steady, stocks broken but com- 
plete. 


JOBBERS’ pe tethl pe a RE- 
TAILERS, F.0.B. CHICAG 


bottle cappers, improved mode!l, $9 
per dozen; 16-oz. clear bottles, $5.50 


per gross; Crown caps, double lag. in 
bulk, 16c. per gross. 
| BU ILDERS’ HARDWARE.—Fair to 


good demand is reported. Prices are 
steady and stocks are adequate. 


JOBBERS'’ a Geena TO RE. 
TAILERS, F.O.B. CHICAG 

34% x 3% steel butts, ni coppel 
and * dull brass finish, $2.34 per doz. 
pair, case lots; less quantities, $2.16 
per doz. pair; 4 x 4 steel butts, old 
copper and dull brass finish, $3 per 
doz. pair, case lots; less Guantities, 
$3.12 per doz. pair; heavy steel bevel 
inside sets, $5 per doz. sets, case lots: 
steel bit-keyed front door sets, $1.45 
per set; wrought brass, bit-keved 
front door sets, $2.60 per set; cylin- 
der front door sets, $6 per set. 


CHAINS.—The demand is good. Prices 
remain unchanged. Stocks are com- 
plete. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
%8-in. proof cow chains, $8.50 per 
100 lb. Tenesco Bull Dog and Brown 
coil chains, 50-10 per cent discount. 
No. 00-4% electric welded cow ties, 
2.75 per doz. 
COPPER RIVETS AND BURRS.—De- 
mand is good. Prices steady. Stocks 
ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Copper rivets and burrs, 
per cent discount. 


COTTON GLOVES.—Demand is very 
good for gloves for husking purposes. 
Prices remain unchanged. Stocks are 
large. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

8 oz. cotton gloves, $1.35 per dozen. 
CUTLERY.—AII kinds of cutlery are in 
good demand. Prices are firm. Stocks 
very complete. 


ELECTRICAL MERCHANDISE.—De- 
mand for flashlight batteries is excel- 
lent at the new low prices. No. 6 dry 
cells and radio “B” batteries have not 
declined. Stocks are complete. 


JOBBERS’ QUOTATIONS TO RE-e 
TAILERS, F.O.B. CHICAGO: 
Electrical Merchandise.— No. 14 
rubber covered wire, $6 per 1000 ft.; 
in less than 1000 ft. lots, $6.50; No. 
18 lamp cords, $11.25 per 1000 ft.; in 
1000 ft. lots, $10.50; % in. brush brass 
key sockets, 13c. each; lots of 25, 
12%c. each; two-way plugs, 45c. 
each; in lots of 10, 40c. each; two- 
piece attachment plugs, 715c. each; 
dry cells, boxes of 50, 321l%4c. each; 
less than case lots, 36c. each. 
Electrical Appliances. —Iron Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; lots of six, $4.75; Per- 
colator, Universal 9169, $16.65. 
Radio Supplies.—Radio B batteries. 
D 779 E, $1.40 each; base lots of 5. 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 772, $2.06 each; packages 
of 5, $1.92;.No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485 Layerbilt 
battery, less than standard packages, 
$2.22 each; standard packages, lots, 
$2.06 each. mc 
Radio Tubes.—UX-201A, $1.05; UX- 
*. $1.5744; UX-227, $3.50; UX-171A. 


4Q-10-5 


Battery Chargers.—Apco line, lot 
of less than 10, $9.90 each. 


| FALL SPORTS.—This line is in good 
| demand. Prices steady. Stocks ample. 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Official stemless waterproof foot- 
balls, $2.95 each; Amateur footballs, 
$1.15 each; Prep footballs, $1.70 each. 
Good quality curled hair filled boxing 
gloves, padded cuff, $4.35 set. 


FILES.—The demand is especially good 
for rasps. Prices are the same. Stocks 


are adequate. 
JOBBERS’ 1 bay ed a RE- 
TAILERS, F.O.B. CHICAG 
American files, 60-10 A ‘ae off 
list; Nicholson files, 50 per cent off 
list; Black Diamond files, 50 per cent 
off list. 
FLINT PAPER.—Demand is 
Prices firm, with stocks complete. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

First quality, 9 x 11 sheets, size 0, 

$3. 50 ream; size 00, $3.50 ream; size 

75 ream; size 1, $4.25 ream; 

, $5 ream; size 2, $5.75 ream; 

$6.75 ream; size 3, $7.50 


GALV VANIZED WARE.—Usual season- 
able demand. Prices low and un- 
changed. Stocks are ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Standard galvanized after made 
tubs, No. 1, $5.75; No. 2, $6.50; No. 3, 
$7.65; 10 at, galvanized after made 
pails, $2; 12 qt., $2.25; 14 at., $2.50; 
1 gal. all galvanized oil cans, special, 
$2.35 doz.; 2 gal., $4 doz.: No. 3, 3 
gal., $5.75 doz.; 5 gal., $7 doz.; 
galvanized baskets, $6.25 doz.; 
26 bailed % bu. galvanized measure, 
$4.50. 
GLASS AND PUTTY.—Fall demand is 
good. Prices unchanged from Aug. 15 
reduction. Stocks are large. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: « 
Single strength A, all brackets, 87 
per cent discount; single strength B, 
all brackets, 88-5 per cent discount; 
double strength A, all brackets, 87 
per cent discount; double strength B, 
all brackets, 88-5 per cent discount; 
putty, pure grade, $4.25 per 100 Ib.; 
commercial, $3.50 per 100 Ib. 


HAMMERS AND HATCHETS.—The 
nail and machinist hammer demand is 
large at this season. As the sales on 
woodworking items slow up, the de- 
mand increases on the steelworking pat- 
terns. Prices are firm and unchanged. 
Stocks are complete. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Hammers. — First quality, 10 oz. 
nail hammers, $12 doz.; 16 oz, ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 
Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 
2 shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLES, HICKORY. — Nineteen 
hundred and twenty-eight has been a 
good sales year for hickory handles, 
with strong prices, and almost no price 
cutting due to inferior gradings. 
Stocks are adequate. 

JOBBERS’ ae TO RE.- 
TAILERS, F.0O.B. CHICAGO: 

No, 1 (new B. W.) hickory, $4 doz.; 
No. 2 (new B. R.), $3 doz.; second 
growth hickory (new A. W.), $5 doz.: 
finest select second growth hickory 
(mew A. A.), $6.50 doz. 

Hatchets ane Hammer Handles.— 
No. 1 (new S. R.), 90c. doz.; finest 
second noi, hickory (new S. A. 
W.), $1.80 doz. 


HINGES. — Usual demand at 
prices. Stocks are large. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


good. 


firm 





— hinges in bundles, 4 
, $1.30; 6 in., $1.85; 8 in., 
$4. 20 per doz.; extra 
heavy T peu in bundles, 4 in., 
$1.34; 5 in., $1.66; 6 in., $1.95; 8 in., 
$2.96; 10 in., $4.80 per doz. 


HUNTING CLOTHES.—The normal 
demand due to fall shooting. Prices 
steady. Stocks complete. 


JOBBERS’ ee tenab Ri RE- 
TAILERS, F.O.B. CHICA 

Drybak waterproof eg $56 
doz.; Drybak breeches, $26 per 
Drybak hats, $14.30 per doz. 


NAILS, WIRE AND STAPLES.—Sales 
remain at good levels considering the 
season, and prices are very firm. Man- 
ufacturers are holding a very steady 
market, with some advancing trend pos- 
sible for the fourth quarter. Stocks are 
complete. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

L.c.l. quantities common wire and 
cement coated nails, small orders out 
of Chicago stock, $3.10 per kee base. 
Mill shipment price is $2.95, base. 
Carload (36,000 1b.) base, for mill 
shipment, still lower. Steel cut nails, 


$4, base. 

No. 9 black annealed wire, $3.30 
per 100 Ib.; No, 9 galvanized plain 
wire, $3.85 per 100 lb.; catch weicht 
spools galvanized cattle or hog wire, 
$3.80 per 100 Ib.; polished fence 
staples, $3.55 per 100 b 


PAINT BRUSHES.—The demand is 
good. Nineteen hundred and twenty- 
nine prices are effective. Stocks are 
adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

4 x 4 wall brushes, $15.65 doz.; 
triple thick varnish brushes, 
doz. 


PAINTS AND OILS.—This line is in 
fair demand at prices effective since 
Aug. 28. Stocks are adequate. 


JOBBERS’ ore eee TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Linseed Oil, Raw.—Barrel lots, 8?°. 
per gal.; 5-barrel lots, 80c. per gal. 
* Linseed Oil, Boiled.—Barrel lots, 
85c. per gal.; 5-barrel lots, 82c. per 

Denatured Alcohol. — Barrel 
58i4c. per gal.; steel drums, 
$6, returnable. 

ee 
gal., net 

White ‘Lead. —100 Ib. lots, 
Ib. lots, $6.75; 25 Ib. lots, 
Ib. lots, $1.75. 

Shellac (4% Ib. cuts).—White, 
per gal. in barrel lots; orange, 
per gal. in barrel lots. 

English Venetian Red.—In ree 
5\44c. per lb.; in 100-lb. lots, 6%c. per 
Ib 


_ Heavy 


per 
doz. : 


3-in. 
$9.20 


lots, 
extra, 


67c. per 


$13.25: 50 
$3.40; 12% 
$2.58 
$2.26 


lots, 


Dry Paste.—Barrel lots, 7'4c. per lb. 


PREPARED ROOFING.—The steady 
and strong price situation ruling this 
summer seems to have increased the de- 


| mand. Sales are very lively and stocks 


are complete. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best grade slate surface prepared 
roofing, $2.25 per square; best grade 
tale surfaced, $2.25 per square; me- 
dium tale surface, $1.75 per square; 
light tale surface, $1.05 per square; 
red rosin sheathing, $55 per ton. 

PYREX WARE.—Demand has_ im- 
proved with prices steady. Stocks am- 


ple. 


JOBBERS'’ or phd aes TO RE- 


TAILERS, F.0.B. CHICAG 


Bread Pans.—No. 212, 
No. 214, $12 doz. 

New Handled Casseroles. — Round 
No. 622, $12 doz.; No. 623, $14 doz.; 
Oval, No. 632, $12 doz.; No. 533, $14 
doz.; Shallow Oval, No. 642, $12 doz. : 
No. 643, $14 doz. 

Pie Plates.—No. 208, $6 per 
No. 209, $7.20 per doz. 


$7.20 doz.; 


doz. ; 





Tea Pots.—2 cup, $21 doz.; 4 cup, 
$24 doz.; 6 cup, $28 doz. 
Utility Pans.—No. 231, 

232, $14 doz. 
Iced Tea Sets.—$4 per set. 


$8 doz.; No. 


ROPE.—Sales are quiet at this season. 
Sept. 1 price decline has affected the 
heavier sizes (1%4-in. and over) of Ma- 
nila rope only. Stocks are large. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

Best Manila, standard brands 
(base), 20c, per Ib.; No. 2 Manila, 18e. 
per lb.; No. 1 Sisal, 14%c. per Ib.; 
No. 2 Sisal, 134%c. per Ib. 

SASH CORD.—The demand has been 
increasing. Prices remain steady. 
Stocks are ample. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

No. 7 standard brands, $8.15 per 
doz. hanks; No. 8, $9.35 per doz. 
hanks. 


SASH 
mand at same prices. 
quate. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CHICAGO: 
Common sash pulleys, 55c. per doz.; 
barrels, 50c. per doz.; Common Sense, 
2 in., 55¢e. doz.; barrels, 50c. doz.; No 
110, 50e. ‘doz.: barrels, 45¢. doz. 


SASH WEIGH 
at the low point of the 
strong demand until snow flies. 
are complete. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


Standard sizes, 3 to 20 lb., ton lots, 
$38 ton. 


$36 ton; smaller lots, 


SAWS, CROSS CUT.—The early fall 
demand is about normal. Prices are 
about the same as last season. Stocks 
are large. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


5-ft. narrow Champion tooth, 
each; 5%-ft. wide Champion tooth, 
$2.10 each; 544-ft. wide Lance tooth, 
$4.35 each; 4-ft. one man Champion 
tooth, $2.45 each. 


SAWS, HAND.—Considerable interest 
is being shown in the improved line 
of hand saws just announced by a prom- 
inent manufacturer. Prices are without 
change. Stocks are complete. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
26-in., $29.50 doz.; 26-in., $33.00 
doz.; 26-in., $49.95 doz.; Special 26-in., 
Competition, $6.60 doz. 
SAWS, WOOD OR RUCK.—The fall 
demand is very good. Prices remain 
about same as last year. Ample stock. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Single braced frame common tooth 
blade, $8.25 doz.; double braced frame 
common tooth blade, $10.40 doz.; 
double braced frame common. tooth 
blade, $11.40 doz. 


SCREWS.—Better than normal de- 
mand. Prices steady. Stocks large: 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

(New lists Jan. 3, 1928.) Flat bright 
screws, 50 per cent; round head, 
blued, 45 per cent; flat head brass, 45 
per cent; round head brass, 40 per 
cent. 


SHOVELS.—Good demand 
scoops. Prices unchanged. 


ple. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 
No. 2 shovels, intermediate 
polished, $14.50 per doz.; No. 


PULLEYS.—Very good de- 
Stocks are ade- 


TS.—Prices are probably 
year, with 
Stocks 


$1.58 


for grain 
Stocks am- 


grade, 
2 shov- 
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els, common grade, polished, $12.50 
per doz.; No. 10 grain scoops, pol- 
ished, $15 per doz.; No. 12 grain 
scocps, polished, $16 per doz.; D han- 
dle furnace scoops, intermediate 
grade, $8 per doz.; D handle furnace 
sare, competitive grade, $5.25 per 
oz 

SOLDER AND BABBITTS.—Sales are 

helped by prices 25 to 30 per cent un- 

der 1927 figures. No changes this week. 

Stocks are adequate. 

JOBBERS’ QyoTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Warranted 50-50 solder, $35 per 100 

Ib.; medium 45-55 solder, $33 per 100 
Ib.; tinners, 40-60 solder, $30.50 per 
100 Ib.; high speed babbitt metal, $20 
per 100 lb.; standard No. 4 babbitt 
metal, $12 per 100 Ib. 

STEP LADDERS.—Normal demand at 

low prices. Stocks complete. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Good grade rodded step ladder, 23c. 
per ft.; common long, 20c. per ft.; 
extension, 26c. per ft. 

STEEL SHEETS.— Fourth quarter 
contracts are on a higher price basis, 
though local jobbers’ prices remain at 
the summer basis. Stocks are ade- 


quate. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
28 gage galvanized tte $5.30 per 
100 Ib.; 28 gage black sheets, $4.20 
per 100 Ib. 
STOVES.—Demand is good for heating 
stoves. Prices unchanged. Stocks 


large. 


srove aetieoe business is 
opening up well with prices at favor- 
ably low levels. 


both current and future orders. Prices 
unchanged and steady. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Crusader black finished parlor 
heater, $19.50 each; Crusader porce- 
lain enamel finish, $26.50 each; Tap- 
pan wood Cola Parlor Heater, $51.25 
each; 16 in. Economy, $66.95 each; 
Economy, $72.45 each; oil heater, 12 
in., $6 each; oil heater, 14 in., $8 
each; oil heater, 16 in., $9.50 each; oil 
heater, 18 in., 0 each; hot blast 
with mica door and ashpan, nickel 
—, 12 in., $11. 30: 4 | a $12.70; 16 

, $14.65; 18 in., $16.6 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

Coal hods, galv. 17-in., $4.50 to $5 
doz.; dampers, reversible spindle, 
6-in., $1.25 doz.; dampers, non-revers- 
ible ‘spindle, 6-in., $1.15 doz.; elbows, 
28 ga. 6-in. corrugated, $1.35 doz.; 
fire shovels, colored handles, heavy 
fine finish, $2 doz.; pipe, 28 ga., 6-in., 
lle. to 13c. joint; rugs, congoleum 
stove, 4% x 4%, assortment of 6, 
$8.28, asst. 


VELOCIPEDES.—Demand is good in 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Tubular velocipede, equipped with 
balloon tires, ball bearing wheels, 18 
in. front wheels, 12 in., rear, $7.25 
each; 22 in. front wheel, 14 in., rear, 
$9.25 each. 





WAGONS. — Demand is_ seasonably 
steady. Stocks are adequate. 


JOBBERS’ GUOT AT IONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

14% x 33% steel peed 10 in. disk 
wheel, % in. tires, $3 each; 16 x 36 in, 
wood wagons, 10 in. wheels, % in. 
tires, $2.85 each. 


WEATHER .STRIP.—Increased de. 
mand. Prices steady. Stocks large. 


JOBBERS’ oe tp ikbny ye TO RE. 
TAILERS, F.O.B. CHICAGO: 

Home Comfort, $32 per 1000 ft.: 
Nu-Strip, ss od per 1000 ft.; Bomeco, 
type A, % , $2.40 ver 100 ft.; Bo- 
eee. type 1% in., $3.20 per 100 

; Bomeco, type AR, % in., $2.40 per 
86 ft.; Bomeco, type BR, 1% in., 
$3.20 per 100 ft.; Tac- Ezy, 36 x 36 
window, 90c. each; Tac-Ezy, 42 x 42, 
$1 each; Tac- -Ezy, 3 x 7 ft. doors, 
$1.25 each. 

Sleds.— Flexible Flyer sleds, 35 per 
cent off the list. 


WRENCHES.—Active demand at un- 
changed prices. Stocks are ample. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

Agricultural wrenches, 60-10-5 per 
cent discount. Coes’ wrenches, 40-10 
per cent discount; engineers’ 
wrenches, 50-10 per cent discount on 
new list; Stillson wrenches, 70-10 per 
cent discount; Trimo, 70-5 per cent 
discount. 

Snap-on Wrenches. — Radio and 
electrical sets in metal cases, $2.75; 
No. 111, Master Service Set, $15.65: 
No. 202, Heavy Duty Set, oe: No. 
404, Flexible Socket Set, $7.5 No. 

Crankcase Drain Plug Didat 
$3.55; No. 900, Square Socket Set. 
$3.70: No. 1878, Giant ‘‘Snap-on” 
with extra heavy duty ratchet, $30.55. 
All Snap-on Wrenches less 3314 per 
cent discount. 

+ 


The Simplicity of the Speed Ball Pen 


bent over, or the corners are dog- 
eared, it is a misfit. Unless a show 
card is at least of 12 ply thickness it 
should either be placed in a picture 
frame or mounted on a cheap wooden 
frame with glue and passepartout 
binding pasted around the edges. 
The mounting of show cards is 
ustiafly done in the following man- 
ner: Cut wooden sticks the exact 
dimentions of your show card (use 
1% in. x % in, or 1 in. x % in. 
white pine or white wood). The 
corners should be mitered and stuck 


| together with heavy glue and held in 
place with one finishing nail driven 


around the edges, use 1 in. or 1% in. 


are once made up tHey may be used 





(Continued from page 33) 


in each corner. After show card is 
lettered paste it on the frame using 
the same heavy glue. After the glue 
is set paste the passepartout binding 


binding and lap over on face of show 
card about one-half inch. The beau- 





ty of these frames is that after they 

| 
over and over again. If the reader 
does not care to bother with the 
mussy operation of glueing, the cards | 


may be tacked on the frames using 
small upholsterer’s tacks about 2 in. 
apart. These will not show of course, 
after the binding is pasted on. 

If it is not convenient to procure 
the passepartout binding, strips of 
wall paper about 2 in. wide may be 
used instead. Select a pattern of wall 
paper which will harmonize with the 
general color scheme of display. Use 
library or common flour paste very 
thick and smooth out any wrinkles 


| with a piece of cloth. 


Readers wishing information regarding specific equipment mentioned 
in these articles may communicate with Mr. Jowitt in care of 


Hardware Age 


It is a foregone conclusion that 
America is at present undergoing a 
transition, from a production era to 
one of merchandising. More than 
ever before those in the hardware 
business should realize that prosperity 
will depend upon their ability to fight, 
or in other words to go after business 
more strenuously, which means also 
to extend the store’s market possi- 
bilities not only in the town and city 





FIGHT 


(Continued from page 38) 


but into the highways and byways of 
the farming sections of the country. 

Hardware merchants in many 
states are losing good business to the 
utilities simply because they do not 
make a fight, and if I were running 
a store, I would certainly charge my- 
self with my shortcoming if I let the 
business get away from me. I would 
say, I have the goods; I can sell just 
as reasonably as anyone else, and I 


can be just as agreeable as the other 
fellow. I can show folks that they 
can get as good if not better values 
from my store. I would call upon the 
jobbers and manufacturers to assist 
me in getting a corner on my rightful 
share of the hardware trade in 4 
legitimate way, and I know they 
would be there with the right kind of 





help. 
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(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, Sept. 18.—Crops are being marketed to a certain 
degree, although there are numerous complaints that prices for 
farm produce are very low at the present time. Threshing is pro- 
gressing in the northern territory tributary to the Twin Cities, and 
the yields are above the five-year average. Potato crops are excep- 
tionally heavy, and the price is low accordingly. Fruit crops are 
very good in the district. 

Taken as a whole the outlook for good fall business is quite en- 
couraging, the only deterrent factor being the prices which are 
offered for farm produce. 

Fall stocks are in readiness for the demand throughout the terri- 
tory. Trade seems to be holding up to the volume of the past few 
weeks, with a growing demand for fall sports goods. Guns and 
ammunition have been selling briskly for the past two or three 
weeks, with the high point reached last week with the first opening 
of the hunting season. 

Prices are steady and firm, showing no changes from those quoted 
last week. 


















i i i and dull brass finish, 19c. pair in less 

AXES.—Demand is growing with the than case lots, 18c. pair in case lots; 
approach of cooler weather. Stocks are 4x 4 steel butts, old copper é and dull 
i brass finish ec, pair, less than case 

well filled and prices firm. lots, 25c. pair in case lots; broad 
JOBBERS’ QUOTATIONS TO RE- bevel steel inside sets, old copper or 
TAILERS, F.O.B. TWIN CITIES: dull — a a a 
Si , $16.50 less than case lots, oz. sets, case 
on 4 To Th _ lots, $6.75 doz, sets; steel bit-keyed 
handled, $15; double bit, $20; han- front door set, $1.85 per set; cylin- 
2 dled, single bit, $19.25; double bit, der brass outside trim, bit-keyed 





front door sets, $1.85 per set; cylinder 
front door sets, $6.50 per set. 





$24.25 doz., net. 




















AUTOMOBILE TIRES AND TUBES. Light we strap — 3 ." 56c. 
i i i doz. pair; 4 in., 75c. doz. pair; heavy, 
—Demand is holding bel well, with sain’ teas hinges, 4 in., 98c. doz. 
stocks well filled. Prices show no pair; 5 in., $1.22 doz. pair; 6 in., $1.56 
changes doz. — light sag _ ee, 3 
c in., 62c. doz. pair; n., 78c. doz. 
JOBBERS’ QUOTATIONS TO RE- pair; heavy plain tee hinges, 4 in., 
TAILERS, F.O.B. TWIN CITIES: y .06 orig aow 5 in., mg or5 Gs: 
Mansfield tires, Liberty cord, 30 x in., doz. pair; n., Doser 
3%, $6.10; heavy duty oversize, $8.30; pair; extra heavy we tee ys a 4 
balioon tires, 27 x 4.40, $8.70; 29 x 4.40, in., $1.28 doz. pair; 5 a Pie es 
$9.15; 30 x 5, $13; 32 x 6, heavy duty. pair; 6 in., $1.8 Pe: ~<a oi 
$21.10; 32 = 6.20, heavy duty, $24. 85 doz. pair; 10 in., $4.53 doz. pair net. 
each, less r cent. Mansfie ubes, * 
tan, 30 30 x 3. single lots, 131,50: “sare EAVES TROUGH, geen PIPE 
lots (12), $1.40; 32 x 4, single, ee this line is 
case (12), $2.40; 34 x 4%4, single, $3.10: AND ELBOWS.—Call for Pri 
case (12), $3; gray tubes, * steady, with good volume. ices are 
woe. 27 x 4.40, $1.80; case (12) 
29 40, single, $1.85; case (12), unchanged. 
$1. 15: 30 x 5, single, $2.25; case (12), JOBBERS’ QUOTATIONS TO RE- 
$2.15: 32 x 6, single, $3.10; case (12), TAILERS, F.O.B. TWIN CITIES: 
$3; 32 x 6.20, single, $3.50; case (12), Eaves trough, 28 ga., 5 in., S.B. 
$3.40 each, less 10 per cent. slip joint, in crates, $5. 50 per 100 ft.; 






pone i conductor pipe, 28 ga., 3 in., in crates, 
BOLTS. all for bolts is good, with not nested, $5.50 per 100 ft.: 3 in. gal- 







ample stocks on hand. Prices have not vanized corrugated conductor elbows, 
changed. $1.73 doz.; 4 in., $2.88 doz. net. 
JOBBERS’ QUOTATIONS TO RE- FILES.—Demand for files is good, with 





TAILERS, F.O.B. TWIN CITIES: 
Carriage and machine bolts, all 





stocks well filled. Prices have not 









sizes, 60 per cent; stove bolts, 75 per changed. 
cond WL gla celliaaas JOBBERS’ QUOTATIONS TO R&- 
: en TAILERS, F.O.B. TWIN CITIES: 
BRADS.—Deliveries in this line are Wichelaen Glee. at 50 per cent, and 
steady, with prices firm. Riverside files, 60 per cent from lists. 





JOBBERS’ QUOTATIONS TO RE- GALVANIZED WARE.—Sales show a 


TAILERS, F.0.B. TWIN CITIES: / 
Steal Wire wot, % tar cont Hee good volume, with stocks well filled. 














lists, Prices have not changed. 
BUILDERS’ HARDWARE.—Building JOBBERS’ QUOTATIONS TO RE- 
is holding up well, with a fair amount a conse atlanta - 
of home building in progress. Prices at $2.55: 12 qt., $3.70: 14 at. $3, 16 at. 
have not changed. stock pails, 45" 70; 18 qt., $5.50; stand- 
ard eet tubs, No. 1; $7; N Yo. 2. 
JOBBERS’ QUOTATIONS TO RE- $7.90; , $9.20; heavy galvanized 
TAILERS, F.0.B. TWIN CITIES: tubs, F na : "$1285: No. 2, $14.05; No. 





3% x 3% steel butts, old copper 3, $15.25 doz. net. 





Guns, Ammunition and Sports Goods 
Active in Twin Cities—Prices Firm 


GLASS AND PUTTY.—Demand is in- 


creasing, with stocks filled for the fall 
trade. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Single and double strength glass, 
Minnesota prices, 85 per cent from 
lists; strictly pure putty, in 50-lb. 
steel drums, $4.85 cwt., net. 
HOSE REELS.—Sales are decreasing 
with the end of the season in sight. 
Prices are firm as quoted. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. TWIN CITIES: 
Donley All Steel hose reels, No. 2 
at $2 each net. 
ICE CREAM FREEZERS.—Call for 
freezers shows the usual steady de- 
mand, with ample stocks from which 
to draw. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
White Mountain freezers, 2 at., 
$2.80; 3 qt., $3.38; 4 qt., $4.13: 6 at., 
$5.25; 8 qt., $6.75 each, net. Arctic 
freezers, 2 qt., $2.30; 3 qt., $2.78; 4 
at., $3.40; 6 qt., $4.30; 8 qt., $5.55; 10 
qt., $7.40; Acme, 2 qt., galvanized, 
75c.; 4 qt., enameled, $1.65 each, net. 
LAWN HOSE.—Deliveries are fairly 
good, with stocks ample for the de- 
mand. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Competition, % in., 3-ply, hose, 
$5.25; Good Luck, % in., 6-ply, $9; 
Bull Dog, % in., 7-ply, $12.75; Leader, 
5% in., 5-ply, $5.75; Manhattan Whip- 
cord Moulded, % in., black, 500-ft., 
bales, $7.75; red % in., 500 ft., bales, 
$8.25 per 100 ft., net. 
LAWN MOWERS.—Demand is show- 
ing the effects of the advance of the 
season. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Philadelphia, styles A and C, 40 per 
cent; Style E, 45 per cent; Style K, 
30-5 per cent from lists. 


NAILS.—Deliveries are fairly good, 
with stocks well filled. Prices are firm 
as quoted. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Standard wire nails and cement 
coated wire nails in 100-lb. kegs at 
$3.10 per keg, base. , 

OIL STOVES.—Sales are steady, with 
fair volume. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE. 

TAILERS, F.O.B. TWIN CITIES: 

No. 500, Nesco oil stoves, $80 each; 
No. 213, $22 each; No. 213 with No. 
1103 shelf, $28.50 each, less 30-5 per 
cent. No. 79, Perfection, with black 
cabinet, $78 each; No. 78 only, $22.50 
each; No. 73 with black cabinet, $29 
each; with a discount of 30 per cent 
in lots of less than 10, and 30-5 per 
cent in lots of 10 or more. 


PYREX OVENWARE.—Call for this 
line of merchandise is growing with 
the approach of cooler weather, when 
baking is more popular than in the 
summer. Stocks are being filled for 
the fall trade. Prices are firm as 
quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


No. 623 casseroles, $1.17; No. 624 
casseroles, $1.33; No. 634 casseroles, 





$1.33; No. 212 bread pans, 60c.: No. 
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200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 
12 teapots, $1.67; No. 26 teapots, 
$2.33, and No. 953 percolator tops, 7c. 
each, net. 
REGISTERS.—Demand is good, with 
stocks well filled. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Cast iron registers, 20 per cent, and 
wrought steel registers, 40 per cent 
from lists. 

ROPE.—Demand is steady, with fair 
volume. 
change announced last week. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade, manila rope, 7/16 in., 
and larger, 22c., and smaller than 
7/16 in., 23c.; best grade, sisal rope, 
l7c. Ib., base. 


SANDPAPER. s are good, with 
stocks ready for the fall demand. Prices 
show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade, sandpaper, No. 1, S0c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 





Prices are steady, after the | 


doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 lb. 
can, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean.—22 oz. size, less than 
case lots, $2.25 ve doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 
per doz. 


Chaco boiler liquid, single quarts, 
$2.50; half doz. quantity, $2 per qt., 
and doz. quantity, $1.75 per qt. 

Hercules tile and porcelain cleaner, 
$2 doz. less than gross lots, and $1.90 
doz. in gross lots; Hercules Radiator 
Stop Leak, 8 oz. cans, 1, 2 and 3 doz. 
cans to the carton, $3.50 doz.; Her- 
cules boiler compound, qt. cans, $1.50 
each. 

Economy Plumber drain pipe 
cleaner, 1 Ib. cans, $2 per doz.; 2 Ib. 
cans, $3.90. The 1 Ib, size is packed 
in 1, 2 and 3 doz. to the carton and 
the 2 lb. size is packed 1 and 2 doz. 
to the carton. 





SASH CORD AND WEIGHTS.—De- | 


mand is fairly good, with stocks ample 
for the present needs. Prices have not 


changed. 


SANITARY PRODUCTS.—Sales show | 
a good volume of business in this line. 


Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Presto Products.—Oil soap, 16 oz. 
size, $2.60 per doz.; bowl cleaner, 22 
oz. size, $1.85 per doz.; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner, 16 oz, size, $1.20 per 
doz.; Met-L-Shyn. 8 oz. size, $3.60 per 
doz.; Silvershyn, 4% oz. size, $1.80 
per doz.; Waterless cleaner, 2 pt. 
size, $5.40 per doz.; same, 5 pt. size, 
$9 per doz.; Window cleaner, 6 oz. 
size, $3.60 per doz.; same, 12 oz. size, 
$5.40 per doz.; Presto Lustre, 6 oz. 
size, $2.60 per doz.; 12 0z. size, $4.32 
per doz.; 16 oz. size, $5.40 per doz., 
and Dry Cleaner, 8 oz. size, $3.60 per 
doz. 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz., 
and in gross lots, $2 per doz. Desolvo, 

) 


triple strength, 16 oz. size, case of 2 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade sash cord, No. 8 (base), 
65c.; second grade, 38c.; third grade, 
36c.; cast iron sash weights, $2 cwt., 
net, 





SCREEN DOORS AND WINDOWS.— | 
There is still some call for this line, but | 


the heavy selling season has passed. 
Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Common screen doors, 2-8 x 6-8, 
$1.70; fancy, 2-8 x 6-8, $2.05 each 
net. Continental extension window 
screens, 24 in., $9.75; Wabash exten- 
sion, 24 in., $5.60 doz. net. 





cent; round head blued, 45 per cent: 
flat head brass, 45 per cent; round 
head brass, 40 per cent from lists, 
SOLDER.—Demand is good, with prices 
firm. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
Strictly half and half solder at 32¢., 
and warranted half and half solder 
at 33c. a lb., in 100-Ib. boxes, net. 
STEEL SHEETS.—Deliveries show a 
good demand in this line Prices have 
not changed. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized steel sheets at $4.75 
cwt., base (24 ga.), and black steel 
sheets at $3.90 cwt, base (24 ga.) 
TIN.—Roofing tin is moving well, with 
stocks ample for the call. Prices are 
unchanged. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Furnace coke tin, ICL, 20 x 2x, 
$14.50 box, and roofing tin, IC, 20 x 
28, 8 lb. coating, $15.50 box, net. 
WIRE.—Fence wire is selling better as 
the harvest season passes and the regu- 
lar fall work is taken up. Prices are 
firm as quoted. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized cattle barbed wire, $3.05 
per 80-rod spool; galvanized hog 
barbed wire, $3.26 per 80-rod_ spool: 
painted cattle barbed wire, $2.97 per 
80-rod spool; painted hog barbed 
wire, $3.18 per 80-rod spool; No. 9% 
(base), smooth galvanized wire, $3.55 
ewt.; No. 9 (base), smooth black 
wire, $3.10 cwt. 
WHEELBARROWS.—Sales are fairly 
good, with stocks ample. Domestic 
barrows are again showing better sales. 








| Prices have not changed. 


SCREWS.—Deliveries indicate a steady | 
call, with stocks well filled. Prices are | 
| firm as last quoted. 


JOBBERS’ QUOTATIONS TO RE- 


| TAILERS, F.O.B. TWIN CITIES: 


Flat head, bright wood screws, 50 
per cent; flat head japanned, 37% per 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Queen B, barrel type tray, fully 
bolted wheelbarrows, $42.50, and Me- 
teor, fully bolted, barrel type tray, 
$34.50 doz., net; No. 2T tubular bar- 
rows, $7.33; No. 16, Gopher garden. 


$4; No. 10, American garden, $6.25 
each, net. 





s ‘Consumer Demand”’ Always Best Buying Guide for the Merchant? 


whatever seems to have a_ passing 
vogue. They give you what you want, 
or what you think you want, and “no 
questions asked.” Their sales people 
know little and care less about what 
the goods are made of or what they 
will do. Such stores are operated on 
high gear. Here it is. Wrap it up. 
Take it home. Here’s your change 
Thank you. Good-bye. 


Then there is the other type of | 


store, where the salesmen are special- 


ists, who know their lines and can | 


give sound advice to the customer. 
You go to such a store not because 
you expect to find there every prod- 
uct under the sun, 
feel your choice will be guided by 
someone competent to guide it. 

The most successful 
stores are being conducted on that 
principle today. And the successful 
hardware merchant is a shrewd buyer 


of goods for which there will be a | 


demand, because of the intrinsic qual- 


but because you | 


hardware | 


(Continued from page 35) 


ity of the goods and not because of | 
some temporary hurrah. 

Today storekeeping is a tough job, 
and no joke. It is not our purpose to 
hand out any cure-alls for the ills of 
modern retailing. 


| right. He was so firmly convinced 


| that he convinced many of his cus- 


But we have had | 


| the advantage of getting from our | 


| salesmen’s reports a fairly good pic- 
| ture of the retail hardware situation 
the country over. 

And the more we study that pic- 


across the face of it these words: 

“Don’t wait for the Demand. De- 
cide what the Demand ought to be— 
; and make it!” 


ware jobber who took on a certain 
line six years ago. When he took it 
on the ink was hardly dry on the 
| manufacturer's first announcement 
| The jobber had not received a single 
call for the product from his retail 
customers. But he was convinced that 
| the idea behind this new product was 


ture the more clearly we see written | 
| trends of the times. 


tomers before they had received even 
a whisper of a demand from their 
customers. Last year that jobber made 
a bigger profit on that one item than 
a rival jobber—a chronic waiter on 
demand—made from his entire busi- 
ness, which in actual volume of sales 
was four and a half times as large as 
the first jobber’s 

Mr. Hardware Man, watch the 
Select the items 


that you feel are superior and hacked 
| by a manufacturer who will not let 


| you down in the matter 
We happen to know of one hard- | 


of quality. 
Then put your efforts back of those 
items. 

The customer usually doesn’t know 
why he wants a certain make. If you 


| know why he ought to want a certain 


make you can tell him, and — him. 

At the same time, you can he the 
master of your business and not the 
slave to it. 


Reading matter continued on page 56 
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The Remington Weekly Letter 


SELLING ONE BRAND | 


We manufacture and sell only one brand of shells 
and ammunition. Our business, the largest of its 
kind in the world, has been built up on this one 
brand. We have consistently declined to manu- 
facture any special brands, or to bring out a 
cheaper brand for competitive purposes. The 
fact that our sales are showing a constant and 
steady increase indicates that our policy in this 
respect is wise. It has been the insistent call by 
the consumer for this brand that has built up our 
business. 

If this is true, and we do not see how it can be 
successfully disputed, why should not the retail 
merchant carry a full and complete line of one 
brand of shells and ammunition? Does he not 
weaken his selling force by a multiplicity of 
brands? 

The objections to a mixed stock are, first of all, 
dissatisfied customers by reason of the fact that 
when they obtain a certain brand one time, they 
cannot obtain the same brand the next time. Carry- 
ing a varied stock means a larger stock. It ties up 
capital. It slows down turnover. 

In addition to these objections, it results in a 
lack of salesmanship on the part of your clerks. 
If one brand is the best brand, why carry all of 
these other brands? Of course, an occasional sale 
may be missed if some consumer wishes a brand 
that you do not carry. On the other hand, experi- 
ence will teach that sales, on the whole, will be 
increased when the consumer knows that he can 
always find a complete stock of the most popular 
brand on the retail dealer’s shelves. 

A great many retail dealers in ammunition in 
this country know these facts. They have no desire 
to mix up their stocks with good, bad and indif- 
ferent brands of ammunition, but what happens? 
They buy their ammunition and shells from job- 
bers. Along comes the jobber’s salesman. The 
merchant calls for a certain brand of goods. Pos- 
sibly the salesman is careless. He puts down the 
item but he does not enter the brand. If he enters 
the brand, he does not underscore it. When the 
order reaches the jobbing house, if they happen to 
be short of this particular brand and if they are 
overstocked on some other brand, or if they prefer 
to fill the order with another brand, the stock clerk 
erases the brand called for and they ship what 
they please. As a result, the retail dealer’s line of 


REMINGTON ARMS COMPANY, Ine. 


one brand of ammunition is broken. He has an- 
other brand. Then if this process is continued. 
after a while this retailer’s stock consists of a gen- 
eral mixture of brands. 

There is only one cure for this evil, and that is 
for the retail merchant, first of all, to tell the 
salesman the brand he wishes. He should ask the 
salesman if his house carries that brand. Then he 
should see that the salesman enters the brand on 
his order and UNDERSCORES the brand, and 
better still if the merchant is in doubt, he should 
have the salesman write on his order, “SHIP THIS 
BRAND OR NONE.” 

Jokbers should clearly post their salesmen on 
the brands of ammunition they carry, and the 
salesmen should be instructed when the dealer calls 
for another brand to tell him definitely that it can- 
not be supplied from his house. This gives the 
dealer the option of holding that part of his order 
for the salesman of some other jobber who does 
carry the brand he desires. 

This letter is justified because we are receiving 
a number of complaints from retail merchants 
that they order one brand and others are sub- 
stituted. This letter must not be taken as a re- 
flection upon all jobbers. We know that the lead- 
ing and the best jobbers in the country are not 
substituting when certain brands are called for, 
but on the other hand, we have evidence that cer- 
tain other jobbers are substituting. 

We therefore ask our retail friends in the interest 
of fair play, in their own interests and in our in- 
terests to advise us when any jobber makes a prac- 
tice of substituting other brands on their ammu- 
nition orders. 


It is hardly fair to a manufacturer who produces 
goods of very high quality, who puts these goods 
up in the most attractive packages, who spends 
thousands and thousands of dollars advertising 
these goods to consumers, to have all of this hard 
work come to naught, just because some jobber is 
attempting to force another brand of goods on the 
retail dealer, or because some stock clerk is care- 
less in filling orders. ‘ 


The writer of this letter was once a stock clerk. 
He remembers very well in the ammunition de- 
partment there was a large sign, prominently dis- 
piayed, “When no brand of ammunition is speci- 
fied on the order, send X. Y. Z. goods.” 


RA Pras 20 


resident 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 


P.S. We suggest to our own salesmen taking orders for jobbers that they be careful to specify OUR brand. We have 
even heard of cases where other brands have been shipped on orders taken by our own salesmen. 
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Missouri River Market Reports 


Very Active Trade—Crops Large 


KANSAS City, Sept. 18.—Not in a long time has the tone of the 
trade been stronger than it is right now. Though the first six 
months of this year showed a slight falling off in comparison with 


the same period of 1927, business 


has picked up so vigorously since 


the middle of the year that the wholesalers already are counting on 


a triumphant close for 1928. 


Current demand is good. Orders from dealers are flowing in at 
a satisfactory rate. Leaders.in the jobbing trade believe not only 
that the rest of this year will be a prosperous period in the western 
and southwestern hardware field, but they feel reasonably sure that 
this prosperity will continue into the fore part of 1929. Merchants 
are well stocked with hardware and they are taking pains to see 


that their stocks do not run down. 


Hence the steady run of orders. 





In gratifying response to the bounti- 
ful harvest of small-grain and feed 
crops, hardware volume is gathering 
strength every week. Now that the 
farmer has real buying power at his 
command, he is using it, not reckless- 
ly, to be sure, but in a manner that is 
highly satisfactory to the hardware 
man. Some of the farmers are holding 
their wheat for a better price, how- 
ever. 

But this is not true in that large part 
of the territory where the eombined 
harvesters were used. There the crop 
was hurriedly cut, threshed and mar- 
keted. Merchandising continues on the 
upgrade despite the price of wheat, 
which started at $1.10 (on the farm) 
and fell well below the dollar mark, 
where it still hovers. Cattle and hogs 
are high. Farmers with beef and pork 
to sell are making the most of their 
opportunity. 

Builders’ hardware is moving in bet- 
ter volume than it has moved for a good 
many months. There are indications 
that more rural building is planned now 
than has been the case for eight years. 
The bulk of the trade in builders’ hard- 
ware for a number of seasons has reg- 
istered in the cities. Orders indicate 
that the country districts are beginning 
to take their share of the volume done 
in this line. 

Oklahoma conditions are better than 
they have been since 1920. In the 
southern and southeastern parts of that 
State the cotton crop is showing up 
well despite the handicap of the boll- 
weevil. West of the Rock Island line 
running north and south through Okla- 
homa City, however, the boll-weevil is 
giving no trouble. In the southwestern 
section the cotton promises a good har- 
vest. Much of it has from forty to fifty 
bolls to the stalk. Recent dry, hot 
weather in the State has done much to 
reduce the ravages of the weevil. 

Corn in Oklahoma is in excellent con- 
dition and the acreage is large. Al- 
falfa has done well and there is plenty 


of it. All the feed crops have yielded 
satisfactorily. Oklahoma produced 64,- 
000,000 bushels of wheat this year, or 
four million bushels more than in 1927. 

Men in the Oklahoma hardware trade 
declare that collections are not up to 
standard, however. On this score they 
are not worrying. They attribute the 
condition to the fact that the farmers 
had to replant their cotton several 
times, which drained their earlier sup- 
ply of money. Because of the crop 
harvest and outlook the hardware men 
of the State are definitely planning for 
a bigger and better business. 

Conditions are such in Oklahoma that 
funds seem sure to be plentiful later in 
the year. Current trade in the hard- 
ware stores is healthy. This appears to 
be true of business in general through- 
out the State. In a recent survey cov- 
ering all retail lines handled in Okla- 
homa City retail business was shown to 
be 8 per cent better than last year. 

The corn estimate for Missouri con- 
tinues to climb. The September re- 
port shows an indicated yield for the 
State of 201,000,000 bushels, second only 
to the harvest for 1920. This figure in- 
dicates that Missouri will exceed her 
corn crop for last year by 29,000,000 
bushels. If normal weather conditions 
prevail there is said to be no danger 
from frost. 

Safety is also virtually assured the 

corn crop of Kansas, where, according 
to the September report, the yield will 
run up to 181,000,000 bushels. Iowa’s 
latest corn estimate is 494,000,000 bush- 
els. Nebraska, where weather condi- 
tions have been somewhat unfavorable, 
is expected to yield 198,000,000 bushels. 
The estimate for the whole country is 
2,931,000,000 bushels. Thus Iowa alone 
will produce one-sixth of the nation’s 
whole corn crop. 
ALCOHOL.—Market remains stiff as 
cooler weather approaches. The larger 
buyers placed their orders some weeks 
ago. Trade is still largely confined to 
futures. 
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JOBBERS’ Sot A Tone TO RE. 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Denatured alchol, 188 proof, for- 
mula 5, in 55-gal. drums, $0.61 per 
gal.; in lots of 5 to 9 drums, $0.59 per 
gal.; 10 to 19 drums, $0.57 per gal.: 
in lots of 20 or more drums, $0.56 per 
gal.; $6 charge for drums, subject to 
credit on return. 


AXES.—Just a little activity is begin- 
ning to show. Price figures are stable. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

First quality, eg bitted, unhan- 
dled axes, 3 to 41 $14.50 base; han- 
dled, $18. 45 to $20. 50 base, 


BALE TIES.—tTrade continues to hold 
up fairly well. No price changes. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Fourteen gage, 8% ft., $1.39; 9 ft., 
$1.46; 15 gage, 7% ft., $1.08; 8 ft., 
$1.14; 8% ft., $1.21, 9 ft., $1.28; 9% 
ft., $1.34; 15% gage, 8 ft., $1; 8% ft., 
$1.06; 9 ft., $1.12; 16 gage, 7% ft., 
$0.88; 8 ft., "$0.92; 8% ft., $0.97. 

BUILDERS’ HARDWARE. — Prices 
have taken an advance. So has current 
demand. Movement is registering in 
the rural districts. City trade relatively 
quiet. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

Case lots of 2% x 2% steel butts, 
old copper and _ dull-brass finish, 
$19.25 a hundred pair; 3% x 3%, $20 
a hundred pair; 4 x 4, $27 a hundred 
pair; heavy steel bevel inside sets, 
case lots, $5.50 per doz.; steel bit- 
keyed front door sets, $18 per doz. 
set; wrought bronze metal, $2.25 per 
set; cylinder front door sets, wrought 
bronze metal, $6.50 per set. 

CARRIAGE AND MACHINE BOLTS. 
—Satisfactory volume is registering. 
Prices remain firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Small carriage, rolled thread, 50-10- 
10-5 off list; small carriage cut 
thread, 50-10-5 off list; large carriage 
cut thread, 50-10-5 off list; small ma- 
chine rolled thread, 50-10-10-5 off 
list; small machine cut, 50-10-5 off. 
From list as of April 1, 1927. 


CHAIN.—Demand for fall trade is on 
the increase. No price changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 
Proof coil chain, % in., $9 per cwt.: 
No. 2-0 Tenso, 250 ft., reel lots, $6 
per reel. 
COPPER RIVETS AND BURRS.— 
Some movement continues in this line, 
although it is tapering off. Prices 
firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 
40-10 per cent off list. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Volume holds up fairly well, 
though not heavy. Prices remain steady. 
JOBBERS’ QUOTAT! ONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
ae an 
28 5 in. lap joint eaves 
trout 475 per 100 ft.; 28 gage, 3 
in. conductor pipe, $5 per’ 100 ft. 

















HARDWARE AGE. for SEPTEMBER 20, 1928 © 


| Lifetime-Troublefree~ Service! 


That’s what you deliver when you sell or install the R-W 
door hardware described on this page. 





— 








These hangers and track are carefully engineered to insure 
that doors—the most important part of any building—will 
always give satisfactory service. 
















No. 721 hanger with No. 35 track. A 
flexible joint hanger with steel wheels 
and roller bearings. Both lateral and 
vertical adjustments are provided. The 
apron is hinged and adjustable to door 
thickness. 


Heavy 14 gauge steel is used for the self 
cleaning track. The new patented lock- 
joint center bracket and blind end 
bracket keep track in perfect alignment 
and clear at all times. Finished in baked 
black enamel or galvanized. 











R-W No. 721 x 35 


No. 423 hanger with No. 36 track. This 
hangar is of the same high grade con- 
struction and embodies the same fea- 
tures as No. 721. It differs only in the 
method of vertical adjustment which is 
easily accessible and the hanger can be 
used with No. 35 track. 





The storm-proof track is 14 gauge—self 
cleaning type. A wide apron and blind 
ends insure against the ravages of 
weather and birds. Furnished in gal- 
vanized or baked enamel finish. 




















R-W No. 423 x 36 


Better dealers everywhere feature the R-W line of door hardware—the largest and most complete made. 


Send for complete catalogue 
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FIELD FENCING.—Futures rather in- | 

active. Current movement slow. Prices | 

not any too steady. 
JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. MISSOURI RIVER | 

CROSSINGS: | 

$22.50 for 26-in. fence to $38.50 for | 

% top and bottom, 11 intermediate } 

and 12 stay wire. 

| 


FILES.—Volume continues light. De- 
mand for fall not much in evidence. 
Prices firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

Nicholson, 50 per cent off list; job- 
bers’ brands in full packages, 60-10 
off list. 


GALVANIZED WARE.—Heavy de- 
mand for preserving equipment holds 
up well. Movement exceeds that of last 
year. No price changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. MISSOURI RIVER | 
CROSSINGS: 

Galvanized tubs, standard, No. 0, | 
$5.20 per doz.; No. 1, $6.40 per doz.; 
No. 2, $7.20 per doz.; No. 3, $8.45 per 
doz.; common galvanized pails, 8 qt., 


$2.10 per doz.; 10 qt., $2.25 per doz. 
GRAIN SCOOPS.—Good flow of orders 
continues. Coming corn harvest ex- 
pected to accelerate demand. Prices 
steady. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

Light weight, full polish, Split-D 
handle, No. 6, $12 per doz.; No. 8, $13; | 
No. 10, $14; No. 12, $15; No. 14, $16. } 

HAMMERS.—Some business is begin- | 
ning to register, though not at all | 
heavy. Prices fairly firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

First grade, 711% nail hammers, | 
$12.60 per doz.; jobbers’ brands, $10.80 
to $11.40; competitive forged nail 
hammers, $4.00 to $6 per doz.; cast 
steel! hammers, $3.60 per doz. 


HARNESS.—Light orders continue to | 
come in, but volume is sloping off. | 
Little demand for full sets. Jobbers | 
are preparing for heavy trade in 1929. | 
Prices still stiff. | 

JOBBERS’ QUOTATIONS TO RE. | 


TAILERS, F.0.B. MISSOURI RIVER | 
CROSSINGS: 


Regular No. 1 quality, 1% in. traces, | 
$70 per set; No. 2 quality, 1% in. 
traces, $58 per set; No. 3 quality, $53 
per Set. 

HARNESS HARDWARE.—Business 
is on the ebb in line with the season. 


Heavy strap hinges in bundles, 
4-in., $1.05; 5-inm., $1.48; 6-in., .76; 
8-in., $2.80; 10-in., $4.52 per doz. pair; 
extra heavy T hinges in bundles, 
4-in., $1.45; 5-in., $1.77; 6-in., $2.10; 
8-in., $3.18. 

HORSE COLLARS.—Trade continues 

to fall off as the autumn approaches. 

No price changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 

Full grain collar-leather collars, 
average 164 in. draft, $55 per doz. 


LAWN MOWERS.—Heavy grass and | 
| good buying power have stimulated un- | 
usually satisfactory business. Demand | 
| is falling off as season approaches the | 
end. Jobbers’ stocks not perfectly as- | 


sorted. Prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Hand lawn mowers, $6 to $30 each. 


MILD STEEL BARS.—Movement fair- 


ly good, though not heavy. No price | 


changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

3ars, shapes and small angles, 
$3.56 per cwt. base; structural sizes 
and shapes, $3.66 per cwt.; mild steel 
bands, 3/16 and lighter, $4.21 per 
ewt.; steel hoops, $4.66 per cwt.; re- 
inforcing bars, $3.40 per ecwt.; cold 
rolled round shafting, $4.16 per cwt.;: 
cold rolled square bars, $4.66 per cwt. 


NAILS.—Normal volume of business | 


continues. Prices remain steady. 
* 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 


Common wire nails, $3.40 per keg, 
base (see new extras). 


OILS.—Volume is falling off. Prices 
are still somewhat unsteady. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS. F.O.B. MISSOURI RIVER 
CROSSINGS: 


Raw linseed oil in bbl. lots, $0.84 
per gal.: boiled linseed oil in bbl. 
lots, $0.87 per gal.; turpentine in bbl. 
lots, $0.64 per gal. 


POULTRY NETTING.—Demand holds 


up fairly well despite lateness of sea- | 
son. Jobbers look for another big year | 


in 1929. Prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 


50-10-5 per cent. 


list; round head brass screws, {0-15 
per cent off list. 


SMOOTH WIRE.—Business is not very 
satisfactory. No price changes. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

No. 9, hard, $3.25 per cwt.; an- 
nealed, $3.40 per cwt. 


| SOLE LEATHER.—Orders are coming 
in increasingly. Prices still high, with 
| little hope for reduction. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 


No. 1 sole leather strips, $8c.; light, 
No. 2, 80c. 


STEEL SHEETS.—Good demand con- 
| tinues. Prices a bit unsteady. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 


28 gage galvanized flat, $5.25 pet 
ewt.; 28 gage black flat, $4.05) per 
cwt.; corrugated iron, 28 gage gial- 
vanized, $4.45 per square; 26 gage 
galvanized corrugated, $4.90 pen 
square; 28 gage painted corrugated, 
$3.15 per square. 


| STORAGE BATTERIES.—Evidence of 
| coming demand is beginning to appear. 
| Prices changes expected. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 


Automobile, 6 volt, 11 plate, heavy, 
standard terminal, $9.10 each; 6 volt, 
13 plate, $10.75 each; 12 volt, 7 plate, 
$12.85; 6 volt, 11 plate, thin, standard 
terminal, $7.35; 6 volt, 13 plate, thin, 
for Ford and Chevrolet, $8.05. 


| SWEAT PADS.—Demand is light. Job- 
bers are beginning to push futures. No 
price changes. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 


$4.25 per doz.; 20 in. base. 


Prices competitive. Call is for the 
better grades. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 


| 
} 
| 
| 
} 
| 
| 
| 
| TIRES. — Heavy demand continues. 
| 
Mansfield automobile, covered by) 
| standard warranty, 30 x 3% ove ze, 
heavy duty cord, s.s., ¢cl., $7.25; 

4, $11.40; 32 x 4, $12.10; 33 x 4, $12.70; 
32 x 4%, $15.95; 33 x 4%, $16.60; 33x 

5, $21.70. Balloon, 29 x 4.40, regular, 
$8: 30 x 4.50, $8.90; 30 x 5.25, $12.50: 

31 x 5.25, $12.90; 31 x 6.00, $17.10; 33 


Prices firm. | ROPE.—Business continues in fair vol-| —_x, 6.00, $18. Trucks, 32 (x 4%, § pis. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

1 in, japanned buckles, $2.00 per 
gross; No. 200 XC snaps, 1 in., $6.60 
per gross; roller snaps, No. 85, $2.65 
to $3 per doz.; No. 474% XC bits, $1.50 
per doz, 


HATCHETS.—Not much activity has 
yet developed. Prices firm. 
JOBBERS’ QUOTATIONS TO RE.- 


TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

_ Size 2, extra quality broad hatchets, 
$16.70 per doz.; competitive forged 
shingling hatchets, $6.50 per doz. 


HINGES.—Business in this line is fair- 
ly good. Prices have dropped some- | 
what. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.0.B. MISSOURI RIVER | 
CROSSINGS: 


ume considering the season. Bulk of 


the trade is confined to the lower | 


grades. Prices weak. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.C.B. MISSOURI RIVER 
CROSSINGS: 


Highest quality Manila rope, stand- 
ard brands, 24c. per lb., base; No. 2 
Manila, standard brands, 20%c, per 
lb.; No. 2 sisal rope, highest quality, 
standard brands, 19c. per Ib.; No. 2 
sisal rope, standard brands, l4c. to 
164%c. per Ib. 


SCREWS.—Only a normal flow of small | 


orders. Prices unchanged. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 


Flat head bright screws, 50-20 per 
cent off list; round head _ blued 
screws, 45-15 per cent off list; flat 
head brass screws, 45-15 per cent off 


$20.55; 38 x 444, $21.30; 30 x 5, $ 

32 x 6, $32.40; 36 x 6, 10 ply, $46.60: 
34 x 7, $60.15; 40 x 8, 12 ply, $91.60 
(All foregoing prices subject to 5 pe! 
cent trade discount.) 


TUBES.—Satisfactory movement holds 
| up well. Prices are weak. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 


Mansfield, 30 x 314, heavy duty, 
tan, $15.60 per doz.; 31 x 4, tan, $I- 
per half doz.; 33 x 4, tan, $13.20 per 
half doz.; 32 x 414, tan, $15 per halt 
doz.; 33 x 414, tan, $15.60 per halt 
doz.; Balloon, 29 x 4.40, heavy duty. 
$18.60 per doz.; 30 x 5.25, $12.90 per 
half doz.; 31 x 6.00, $14.70 per half 
doz.; 33 x 6.00, $16.50 per half 
(All foregoing prices subject to | 
per cent trade discount.) Speck 
brand tubes, 30 x 3%, 55 to 70 gage 
2%-in. pole, reinforced valve ase, 
vulcanized splice, full size, valve, °¢-. 
each; 29 x 4.40, 92c. each. 


Reading matter continued on page 60 
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The Big 4. 


Ihat lead in Cross-Cut 
Saw Sales... 


SALES—that is what every hardware 
dealer wants. Stock that turns over 
quickly is the answer, and to the man 
who wants to sell more Saws SIMONDS 
CRESCENT GROUND CROSS-CUTS 
are also the answer. 


Demand has made these saws the best 
sellers and quality has kept them sold. 
The BIG FOUR in the field are 
SIMONDS Nos. 22, 133, 324, 325. If you 
stock them you sell them—and remem- 
ber they are fully guaranteed. 


Your jobber can supply you. Ask him. 











Saw and Steel 
Company 


“The Saw Makers” 
“Established 1832” 


SIMONDS 


HARDWARE DEPT. FITCHBURG, MASS. 
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New England Jobbers Are Still Selling 
Large Amount of Diversified Merchandise 


(Boston office of HarDWARE AGE) | 

BosTON, Sept. 18.—New England shelf hardware jobbers are still 
selling a large amount of diversified merchandise. Bookings for the 
first half of September ran well ahead of those in volume for the 
corresponding period last year, but in gross value showed a falling 
off. There is nothing new in the character of buying. The average 
retailer is buying often, in small quantities, taking seasonable and 
standard merchandise, but showing comparatively little interest in 
futures. There is nothing he says that indicates he will change 
his attitude toward futures within the next month, at least. There 
has been some forward buying of toys, however, and of a few other 
items that will be needed in the winter and for the Christmas trade, 
but retailers in general are holding back. 

Industrial conditions in New England are steadily improving and | 
we will come up to the winter months with comparatively little un- | 
employment; with good average wages; and with savings banks | 
literally loaded with cash. Building operations apparently are | 

| 








tapering off rather than increasing, so far as houses, apartments, 
ete., are concerned. The peak in garage building also appears to 
have passed. New England truck crop farmers have not done par- 
ticularly well this summer, yet the dairy industry is booming. But 
wherever there is manufacturing going on, employment conditions | 
are improving, and it is in such centers that most New Englanders 


live. 


AUTOMOBILE ACCESS ORIES.— | cent discount; 50 to 249 count, 40 and 
Sales of tires and tubes are hulding up Fender Guards.—One to 49 count, 
° 2 . t ~ .£ 9 . 

well for this time of the year. Quite a | {i per, cyte og Aged count, 

number of retailers say they will sell | Horns. — Klaxon, quantities less 

. ' © A i ie 72 <4 ‘e is 

more of them this year than ever be-| = than $50 in list value, 35 per cent dis- 

. | count; in $50 to $199 value, 40 and 5 

fore. There is also a fair demand for per cent discount; in $200 value, 50 
‘ : 207} s ially | per cent discount. 

most kinds of accessories, especia y | Tire Chains—One to nine sets, 30 

tire chains. per cent discount; 10 to 49 sets, 35 

| per cent discount; 50 to 99 sets, 40 

JOBBERS’ SyoTATIONS TO RE- | per cent discount; 100 to 149 sets, 

TAILERS, F.0.B. BOS 40 and 5 per cent discount; 250 sets 


Tires. — Mansfield ag Clincher, | and more, 40 and 10 per cent dis- 








heavy dut 30 x 3%, $7.25 each; count. : : 
straivht ~<a 30 x 344, $9.10; 31 x Auto Clock.— Westclox line, plain 
4, gfl.40, 32 x 4, $12.10; 32 x 4%, dial, $1.50 each net; luminous dial, 
$15.95; 34 x 4%, $17. 25; 35 x : a $2.10. 
oa 8 ply 

ocd res. 5. $20.50; 33 ins, ta 30: 34. x CLOCKS.—Now that the schools have 
114, $22 33 x 5, $28.95; 34 xX 5, | reopened and New England colleges 
$31.15; 5, $31.85; 10 ply, 32 x 6, | P bout to d th & ° b r} 
$32.40: 36 x 6, $46.60; 34 x 7, $60.15: | are about to do so, there 18 a broader 
~s Oh al 12 ply, 36 x 8, $85.35; 40 market for all kinds and makes of 
x 

Tires.— Mansfield line, ballon, 27 x alarm clocks. The demand for colored 
4.40, $7.60 each; 30 x 4.50, $8.90; 29 x clocks is especially good. 

5.75, $10.05; 30 x 4.75, $10.35; 29 x 5.00, 
$10.40; 30 x 5.00; $10.75; 31 x 5, $11.20; JOBBERS’ ot Ane, TO RE.- 
30 x 5.25, $12. 60; 31 ‘ie $1 eet. Six TAILERS, F.O.B. BOST 
ply, 29 x 4.40, $9.75 x 4.5 35; Clocks.—Westclox og a Ben, 
31 _x 5.25, $15.10; 30 x 5.50, $16.45; 32 $2.29 each net, luminous, $3.16; Big 
x 5.77, $18.75; 30 x 6, $16.60; 31 x 6.60, Ben De Luxe, $2.64; luminous, $3.52; 
$17.10; 32 x 6.00, $17.40; 31 x 6.20, Baby Ben, $2.29: luminous, $3.16; 
$20.60; 32 x 6.20, $20.85; 32 x 6.75, Baby Ben De Luxe, $2.64, luminous, 
$22.50. 3.52. Sleepmeter, $1.40; luminous. 

Tubes.—In lots of less than six, | 2.10. Blue Bird luminous, $1.7 
Mansfield line, 30 x 3, $1.30 each: 30 America, $1.05; luminous, $1.58. Ben 
x 3, $1. 40; 31 x 4, $2. 10; 32 x 4, $2.10; Hur, with base, $1.76; luminous, $2.46. 
33 x 4, $2.20; 34 x 4, $2.35; 32 x 4%, If 2 doz. clocks of one design or as- 
$2.50; 33 x 4%, $2.60; 35 x 4, $2.90; sorted are purchased a discount of 
30 x 5, $3.25; 36 x 5, $3.65; 32 x 6, 2% per cent is allowed. 
$5.45; 36 x 6, $5.85; 38 x 7, $8.25. Bal- Waterbury line.—Thrift, in case lots 
loon, less than 12, 27 x 4.40, $1.55 of 50, 70c. each clock; Trusty, silver 
each; 29 x 4.40, $1.65; 30 x 4.50, $1.75; alarm, 75c.; New Haven, $2.10; Tel 
in lots of six or less, 28 x 4.75, $1.85; Tale, square, $1.35; Boston, $2.75; 

29 X 4.75 90; 30 x 4.75; $1.95; 30 x competitive, 70c. Tom Tom, in case 

$2.05; 20 x 5.00, $1.95; 31 x lots of 24, $2.10 each clock. 


5; 30 xX’ 5.25, $2.95; 30 5.50, $2.70: 
5.77, 5; 33 x 5.77, $3; 31 z GUNS AND AMMUNITION. — Air 











$2.6 
. 9 . 
S50: 4 ‘30 ee - rifle shot has been advanced 10c. per ! 
q 4 —An extra 5 per cent package. Quite a number of shotguns 
sos from the previous prices is and rifles have been sold recently by 
allowed. ‘ “ 
Bumpers.—One to 49 count, 40 per jobbers. The season on certain kinds of 
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birds opens this month in Massachu- 


| setts. 


JOBBERS’ Se aneton: TO RE. 
TAILERS, F.O.B. BOSTON 3 

Drop Shot.—Air rifle, in 5c. tubes, 4 
$3.75 per case, net; Boy Scout, in 


yer 


tubes, $4.15; B and larger, $2.55 per 


Shot Guns.—Single barrel, Excell, 
12 and 16 gage, 28 in., with ejector, 
in lots of less than 10, $7 each net: 
in lots of 10, $6.85. 

Rifles.—Hamilton, .22, with bolt ac- 
tion, No. 43, $2.60 each net. 


KEGS.—Business in kegs has picked 
up materially since Sept. 1, according 
to jobbers. Retailers’ stocks evidently 
are smaller than generally anticipated. 
Indications now point to a good season. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. BOSTON: 
Kegs.—Douglas fir, varnished, 5- 
gal., $1.13 each net; 10-gal., $1.67; 
15-gal., $1.97; 20-gal., $2.26; 25-gal., 
$2.57; 30-gal., $2.73; 50-gal., $3.87. 
Bungs.—Gem line, No. 3, 16c. each 
net; No. 4, 20c:; No. 5, 23c.; No. 6, 
26c. Extra bungs, $6 per 1000 count. 
LAMPS.— With the days growing 
shorter, sales of electric light bulbs 
are coming along nicely. Numerous 
retailers during the past two or three 
years have built up a highly satisfac- 
tory bulb business, and most of the 
buying from local jobbers so far this 
fall indicates a continuation of retail 
expansion. é 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Lamps.—Electric bulbs, 110, 115 and 
120 volts, clear glass, 10 watts, 23c 
each list; 25, 40 and 50 watts, 25c.; 
60 watts, 30c. Inside frosted, 15 
watts, 20c.; 50 watts, 22c.; 60 watts, 
22c.; 100 watts, 35c.; tinted, 25 watts, * 5 
25c. ’ 
Discounts.—In less than standard 
packages, 25 per cent; in standard 
packages, 30 per cent. 
LAWN SEED.—This is the time of 
year when many house owners liberally 
cover their lawns with grass seed. Re- 
tailers should look over their supplies. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Lawn Seed.—Bowling Green, in 100- 
Ib. bags, 20c. per Ib. net; in 10-Ilb. 
packages, 21c.; in 5-lb. packages, 
21c.; in 2-lb. packages, 22c.; in 1-lb 
packages, 25c. Woodlawn shady seed 
costs 3c. per Ib. more than the pre- 
ceding prices, and Green Meadow, 
13c. per Ib. additional. Keney Park, 
in 100-Ib. bags, 12c. per Ib. 


MINCING KNIVES.—This being the 
season when many housewives put up 
preserves, pickles, mincemeat, etc., 
retailers are selling more mincing 
knives. 
JOBBERS’ Se aaeton: TO RE- 
TAILERS, F.O.B. BOST 
Mincing Raw fg cohen ‘tne, No 
4, $3.45 per doz. net; No. 6, $3.75. 
PARERS.—There likewise is a growing 
movement of apple parers out of retail 
and jobbing stocks. Prices for certain 
makes are about 50c. per dozen lower 
than they were a year ago, while others 
cost the same. 


« 
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Master Pliers are stocked by 


Hibbard Spencer Bartlett & Co. 
Buhl Sons Co.* 
Frankfurth Hardware Co. 


and other leading jobbers 








Master Pliers 


are unconditionally guaranteed 
HA 9-20-Gray against breakage 
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JOBBERS'’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 

Parers. — Apple, Roc niog Table, 
$11.50 per doz. net; Little Star, $9. 


PRESSES.—Further encouraging re- 
ports are had from jobbers regarding 
sales of fruit presses. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 

Presses. — Fruit, 4-qt., $3.50 each 
net; 6-qt., $4.25; 12-qt., $6. 


RAKES.—Retailers, in numerous in- 
stances, have found themselves short 
of lawn rakes, consequently they have 
been laying in a supply. Public buying 
should be satisfactory for another 
month at least. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Rakes.— Lawn, wooden, 3 bow, 
steel, Hub, $9 per doz. net; 3 bow, 
steel, hand made, $10. Wood handle 
on rake with 24 teeth, 24 grade, $6.60 
per doz, net. 

SASH CORD.—Jobbers have _ issued 
new prices on sash cord, which show a 
drop of 2c. a pound, following the re- 
ceipt of new lists from manufacturers. 
Jobbing prices are back just about 
where they were last June and earlier. 
JOBBERS’ et on: TO RE- 
BOSTON 


TAILERS, F.O.B 
Sash Cord. —Samson, No. 69c. per 


Ib. net; Nos. 8, 9 and 10, 68c. Phoe- 
nix, No. 6, 48c.; No. 7, 46c.; Nos. 8, 9, 
10 and 12, 45c. Competitive, No. 7, 


37c.; No. 8, 38c. 


SHELLAC. — Jobbing quotations on 


shellac have been advanced quite 
sharply, to conform with new lists is- 
sued by manufacturers. 
follow: 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. BOSTON 
Shellac.—White, in half gal. con- 
tainers, $3.64 per gal. net; in gal. 
containers, $3.44; in 5 gal. containers, 
$3.32. Orange in half gal. containers, 
$3.32; in gal, containers, $3.14; in 5 


gal. containers, $2.88. 


Revised prices | 


| 


—. 


JOBBERS'’ QUOTATIONS TO RE. 
TAILERS, F.0.B. BOSTON 


Game Traps.—Gibbs line, so trig- 


ger, 15 dozen to the barrel, $5 per 
doz, net; single grip, No. 1, 35 dozen 
to the barrel, $1.88; No. 2, 18 dozen to 


the barrel, $3.35; No. 3, 15 dozen to 
the barrel, $5.50; No. 4, 10 dozen to 
the barrel, $6.70. 


| VEGETABLE BINS.—Retailers are 
| beginning to order in vegetable bins. 
With the growth of apartment houses 


TOYS.—Jobbers have their samples of | during the past two years has come 


toys displayed in warehouses and re- 


tailers already have viewed same and | 


placed substantial orders for the holi- 
day trade. Judging from the initial 
orders placed the past week, more toys 
will be sold by retail hardware deal- 
ers late in 1928 than in any other sim- 


ilar period on record. 
| THERMOMETERS. — Another 


week 
unquestionably will witness initial buy- 
ing of thermometers by the retail 
trade. Quite a number of them already 


have evinced interest and have signified | 


their intention of placing orders this 





week. Jobbers have a well balanced | 


although not excessive line of temper- 


ature readers. 


TRAPS.—Belated buying of traps by | 


numerous retail dealers is reported by 
jobbers. 





about on a par with those of 1927. 


Sales so far this season are | 


greater public buying of bins. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. BOSTON 

Bins.—Vegetable, standard 
$1.50 each net. 


WEATHER STRIP.—Weather strip of 
all kinds and makes is moving in fairly 
large volume, according to jobbers, who 
add that in their opinion retail stocks 
are smaller than they were a year ago. 


JOBBERS’ aaron: TO RE. 
TAILERS, F.O.B. BOS 


Weather Strip.— Sea iis and 
felt, Nos. 60 to 65, in full bale lots, 60 
and 10 per cent discount; Clinche1 
double contact, Nos. 7 to 75, 50, 10 
and 5 per cent discount. Economy 
metal, 24 cartons to the case, for 
windows, 36 x 36 x 36 in., $27.36 per 
case net; 42 x 42 x 42 in., $31.68. For 
door, 36 x 84 in., $28.80 per case; 42 
x84 in., $30.96. Home Comfort, 500 
ft. reels, maroon, $4.20 per 100 ft.. 
white, $5. Victor, flexible felt, 20 per 
cent off the list. Spring bottom strips, 
32 in., $5 per doz.; 36 in., $5; 42 in., 
$5.65. Axtell, all metal, 36 in., $6 
per doz.; extra fixtures, $4 per doz. 


makes, 


Good Fall Trade Freely Predicted by 
New York Hardware Jobbers 


NEW YorRK, Sept. 18.—Finding average retail stocks light with 
few carryovers on last year’s fall and winter merchandise, the hard- 
ware jobbers serving this section freely predict a substantial de- 
mand for seasonal hardware and allied lines during the remainder 


of the year. 


Current activity in the local wholesale hardware market compares 
yery favorably with business conditions in the same period of last 


year. 


There are reports of slight increases and practically a unani- 


mous agreement that 1928 volume at this time is on a par with the 


previous year. 


With the retail trade in this section the report is 


less encouraging, which suggests that some future business is being 
done, which helps the current wholesale market. 

The larger retail stores of this territory are enjoying a fairly 
lively business, but many of the smaller stores within the city 
limits have been complaining that business is not as good as last 


year. 


There are few important price changes being made. 


Credit con- 


ditions are more satisfactory as collections improve. 


BATTERIES.—Fairly active demand | 


continues for radio batteries. The mo- 
tor boat demand for ignition batteries 
is about over for the season. Prices are 
steady. Stocks are considered satis- 
factory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Dry cells, No. 6, ignition 
32%c.; No. 7111, same type, 
each. 
Hercules, No. 6, 
each in lots of 50. 


type, 
351ec. 


ignition type, 23c. 


B batteries, No. 767, $2.06 each; in 
units of 5, $1.92 each; No. 772 (ver- 
tical type), $2.06 each; in units of 5, 
$1.92 each; heavy duty vertical type, 
No. 770, $3 each; in units of 5, $2.80 
each. Layerbilt, No. 486, $3.20 each; 
units of 5, $2.97; New Layerbilt, No. 
=, $2.97 each, in units of 5, $2.22 
each, 


BOLTS AND NUTS.—Normal demand 
reported. Prices appear very firm. 
Stocks are ample. 

JOBBERS’ QUOTATIONS TO RE- 





TAILERS, F.0.B. NEW YORK: 
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Carriage bolts, 55 off list. Case 
lots, 60 per cent off list. 
Stove bolts, 80 per cent off list. 
Machine bolts, % by 6 and smaller, 
50 and 10 off list; larger to 1 by 309, 
= per cent off list; 1% to 14%, 30 off 
ist. 
Coach screws, 55 off list. Case lots, 
60 per cent off list. Step bolts, 50 
per cent off list. 
BUTTS.—Demand is light. Prices are 
the same. Stocks are adequate. 
JOBBERS’ oe ane vo nr, RE- 
TAILERS, F.O NEW YOR 
Steel buts, “9 by 3%, in case lots, 


18lc. per pair. Less than case lots, 
19c. per pair. 


CARPET SWEEPERS.—Sale is pretty 
good. Prices are unchanged. Stocks 
are in good condition. 


JOBBERS’ QUOTATIONS i RE- 
TAILERS, F.O.B. NEW YOR 

Carpet sweepers, Standard, og ach; 
Universal japanned, $3.50 each; Uni- 
versal, nickel plated, $3.83 each; 
Grand Rapids, japanned, $3.67 each; 
Grand Rapids, nickel plated, $4 each; 
Elite, $5 each; Princess, $4.17 each: 
and American Queen, $4.50 each; 
Sterling, $2.10 each. 


CLOCKS.—Hardware trade is featur- 
ing clocks very generally. Demand is 
good. Prices are the same. Whole- 
salers and retailers are planning now 
for an active holiday selling campaign. 


JOBBERS’ ap ahh ae TO RE- 
TAILERS, F.O.B. NEW YORK: 

Alarm clocks, Big Ben, $2.29; 
luminous, $3.16; Baby Ben and B: iby 
Ben luminous take same respecti\ ve 
prices; 7% Hur, $1.76; same lun 


nous, $2.46 ad 
luminous dial, $1.76: 


Blue 
Blue $1.22; Sleepmeter, 31.49; 


same 


Bird, 
Bird, 
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Are you a NATIONAL Dealer? 


If not, join the ranks of f 
this successful group today 


NATIONAL dealers throughout the country 
enjoy a steady volume of profitable business by 
carrying this quality line of builders’ hardware. 


Natienal 


Garage Hardware finds increased popularity with 
the trade each season. | 


There is a garage set for every type and style of | 











door. No. 817 Two-Door Trolley Garage Set when 
used in pairs will serve four doors. This set can be 

used on either the inside or outside of the garage. 
Cross Section No. 853 Trolley Hanger 


st apie nae aa Nos. 815 and 816 Three-Door Trolley Garage 


Sets are equipped with the 
No. 853 Ball Bearing Swivel 
Hanger, which can be easily 
and quickly adjusted both 
laterally and vertically—a 
feature that is found in few 
other hangers. 











Write today for complete 
catalog and further infor- 
mation about National 
Builders’ Hardware if you 
are not acquainted with the 
generous sales and advertis- 
ing cooperation given our 
dealers. 





Nos. 815 and 816 Three-Door Trolley Garage Sets 


National Manufacturing Company 
STERLING ILLINOIS 
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Sleepmeter, luminous dial, $2.10; 
American, $1.05. 

Auto clocks, Westclox, 
same luminous, $2.46. 


CLOTHES DRYERS.—Though a com- 


plain, $1.76; 


paratively new line in this particular | 


market, clothes dryers have been very 
active, with prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 
Outdoors clothes dryers, $10 each. 
Second grade, $7.25 each. Prices 
are net 
FRUIT PRESSES.—Though trade has 
been steady, the average report sug- 
gests a little less volume than normal. 
However, as a fair demand continues, 
the aggregate volume might be very 
good. Prices are the same. 


JOBBERS’ QUOTATIONS ore RE- 
TAILERS, F.0.B. NEW YOR 
Fruit presses, plain hinged ward No. 
$6; No. 21, $7.50; No. 22, $8.50; No. 
obi $10.50; No. 23, $13.50; and No. 


24, $18. Prices are each. 

Ratchet type fruit presses, No. 5A, 
$10.50; ae 5, $18.60; No. 3A, $18.75: 
aa aeV, 2h, $27.75; and 
No. 2A, $33.75. Prices are eac 


Juicy fruit presses for home use, 3 
qt., $3.60; 6 qt., $4.50; 12 qt., $6.20. 
Prices are each. 

Fruit crushers, No. 14, 
5.25; No. 11, wheel crusher, $7.13; 
No. 8, wheel crusher, $9; No. 30, galv. 
plain crusher, $6.25; No. 20, galv. 
crusher, $10; and No. 25, wheel fruit 
crusher, $11.25. Prices are each. 


FLASHLIGHT 
mand is steady. 


plain type, 





Prices recently an- 


| 


| has been satisfied. 


| tinues fairly good. 


ard. 1 Giant Superfiex burner, built- 
in oven with white cabinet, $140; No. 
74, satin-black finish, 4 cobalt porce- 
lain burners, $28.50 for stove only, 
with white cabinet, $41.50; with black 
cabinet, $36.50; same with 3 burners, 
$22.50, $33 and $29; same with 2 burn- 
ers, $17.50 for stove alone and ‘with 
black cabinet, $22.75. | 

These are list prices subject to a 
discount ot 30 and 5 in lots of 10 or 
more and for lots of less than 10, 39 
per cent off list. 

Nesco oil cook stoves, No. ae $80; 
No. 400-L, $55; No. 400-R, $55; 
212-1102, with high shelf, 2.7% 

3-1103, with high shelf, $28.5 
214-1104, with high shelf, $36; ° 
ovens, No. 5, $2.15; No. 10, $3.75; 1 
20, $4.50; and No. 301, $6.40 

These are list prices subject to a 
discount of 30 and 5 per cent. 


PRESERVING EQUIPMENT. 
of the wholesale demand on this group 

There continues a 
Retail business con- 
Prices are un- | 







-* 








fair fill-in sale. 


| changed. Stocks are satisfactory. 


UNIT CELLS.—De- | 


nounced have been maintained. Stocks | 


are satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Eveready Flashlight unit cells, 
No. 703, 19%4c.; No. 706, 13c.; No. 710, 
68c.; No. 734, 40c.; No. 750, 13c.; No. 
761, 19%c.; No. 950, 6%c.; No. 935, 
6'%4c.; No. 409, 32%c.; No. 70h 19M%c.: 
No. 790, 13c.; No. 791, 13c.;-No. 700, 
l3c. Prices are each and net. 
FLASHLIGHTS.—Slight 
price has been reported. New prices 
are given here. Stocks are good and 
the demand has been steady. 
JOBBERS'’ SveT arene + RE- 
TAILERS, F.0O.B. NEW YORK 
Flashlights, No. 2602, 68c.; Ne. 2630, 
84c.; No. 2631, 68c.; No. 2612, $1.10; 
No. 2672, $2.08; No. 2674, $2.08: No. 
2697, $1.49; No. 2642, $2.73: No. 2644, 
$2.73; No. 2660, 84c.; No. 2634, $1.17: 
No. 2619, $1.43; No. 6993, $2.63; No. 
2645, $3.57. Prices are each and net. 
Flashlight assortments, No. 71, 
$6.06; No. 16, $6.06; No. 04, $4.08 cache 


OIL HEATERS.—Have been very ac- 
tive since Sept. 1. Prices are the same. 
Stocks are satisfactory. 


JOBBERS'’ gap gd TO RE- 

TAILERS, F.0.B. NEW YORK 
Perfection oil cook tai No. 339 

full white porcelain enamel, 4 stand- 


| very seasonal at this time. 


| 


. . | 
Increase in) 


| 
| 


| 
| 


| 


| steady and stocks adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Preserving equipment, Capper No. 
100, $8.34 per doz.; Capper No. 1005S, 
$9.17 per Goz.; Capper No. 101S, $10 
per doz.; Capper No. 200, 80c. per | 
doz.; Capper No. 222, $16 per doz.; 
strainer set, No. 300, $10 per doz.; | 
strainer stand, No. 301, $4 per doz.; | 
strainer bag, No. 302, $4 per doz.; 
filter bag, No. 303, $4 per doz.; filter 
bag, No. 304, $4.22 per doz.; filter bag, | 
No. 305, $6 per doz.; syphon filter, | 
No. 400, $8 per doz.; filter disc, No. 
401, $1.20 per doz.; hose guide, No. | 
102, 60c. per doz. | 


RADIATOR SHIELDS.—<Active and | 
Prices are 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Radiator shields, Gem adjustable, 
No. 1, $4; _ l-a, $4.50; No. 2, $4.50: 
No. 3, $5; No. 4, $5; No. 5, $5.50; No. 
6, $6: No. 6b, $6; No. 7, $6.50; No. 8, 
$7. These prices are list per each 
and subject to dealers discount of 30 
per cent. These models with water 
humidifiers are $1 extra each, list. 
REGISTER SHIELDS.—Also seasonal 
and active at this time, with prices | 
steady and stocks satisfactory. 
JOBRERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Register shields, Gem No. 1, floor 
type, $12: No. 10 floor type, $10; No. 
2, wall type, $6 and No. 20, wall type, 
$5.20. Pr.ces are net to dealers per 
dozen. No. 1 ond Nom 2 are oxidized 
copper. No. 10 and No. 20 are black 
enameled. 
NAILS.—Normal sale reported. Prices 
are steady in this territory. Stocks are 
adequate. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Common wire nails, bright, 4d, 
$4.25 per keg; 6d, $4 per keg; 8d, 
$3.85 per keg; 10d, $3.75 per keg. 





Common wire nails, galvanized, 44, 
$6.75 per keg; 6d, $6.50 per keg; sd, 
$6.35 per keg, and 10d, $6.25 per keg. 

Wire box nails, smooth, 4d, $4.45 
per keg; 6d, $4.10 per keg, and Sd, 
$3.95 per keg. Wire finishing nails, 
bright, 4d, $4.95 per keg; 6d, $4.35 
per keg; 8d, $4.10 per keg, and 10d, 
$4 per keg. Wire finishing nails, gal- 
vanized, 4d, $7.45 per keg; 6d, $6.85 
per keg; 8d, $6.60 per keg, and 1d, 
$6.50 per keg. 


ROLLER SKATES.—With the children 


back to school the demand has eased off. 


Prices are the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Roller skates, extension web heel 
and toe straps, plain steel rolls, 72c 
per pair; same with toe clamps and 
web heel, 78c. per pair; same foi 
boys, with self-contained ball bear- 
ing wheels, $1.42 per pair; for girls, 
$1.62 per pair. 

Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 
contained ball bearings, 10c. each; 
ball bearings, 15c. per 160; axles, 3c 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt 
65c. per 100; adjustment binding bolt 
nut, 65c. per 100, and toe clamps. 
12¢c. per pair. 

Chieftain line, No. 400, for either 
boys or girls, self-contained ballbear- 
ings, $1.45 per pair. 


SASH CORD.—Normal sale reported, 
with prices unchanged. Stocks are 


| ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Sash cord, Samson Spot, No. 5, 
67lec.; Aetna No. 8, 33%c.; Phoenix 
No. 8, 41c.; Sachem, No. 8, 38c. 

No. 7 is le. higher and No. 6 is 3c. 
higher on all brands. 


TIRES AND TUBES.—Steady sale is 
reported at firm prices. Stocks are sat- 
isfactory. 


JOBBERS’ QUOTATIONS -, RE- 
TAILERS, F.O.B. NEW YOR 

Tires and slip bhai tires, 
30 x 3% Liberty Cord, $5.45; heavy 
duty oversize, $7.25; 32 x 4 Liberty, 
$10.20; heavy ‘duty, $12.10. tires, 29 x 
4.40, $8: 32 x 6.20, heavy duty, $17.40; 
tubes, 30 x 3%, $1.40: balloon tire 
tubes, gray, 29 x 4.40, $1.65; 32 x 6.20, 
$3.00. 


VENTILATORS.—This line is again 
becoming active in this market. Prices 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Continental, metal frame, No. 835, 
$4.50; No. 837; $4.75; No. 845, $5.20: 
No. 1137, $5.50; No. 1145, $6.30; No. 
1437, $7.30; No. 1445, $8.10. Prices are 
per doz. net. 

Continental wood frame ventilators, 
No. V836, $3.60; No. V923, $4.05: No 
V937, $4.50; No. V949. $6.10; No. V959. 
$6.75; No. V1537, $5.85; No. 1549, 
$7.80. Prices are per dozen net. 

Diamond E. metal frame, No. 01, 
$4.40: No. 02, $4.80: No. 03, $5.60: No. 
1. $5.20: No. 2, $5.60; No. 3. $6.40: 
No. 4. $7.60: No. 5, $8.40. Prices are 
per dozen net. 





Hurd Metal Sales Panel 


FE. P. Hurd Lock Mfg. Co., Detroit, 
Mich., is offering to the trade a metal 
sales panel 
special alloy steel shackle padlocks. It is 


on which are mounted six 


attractively lithographed in black, red and | 


white, making it suitable for counter and 
window display. 

On this panel are 2 No. 220 padlocks, 
2 No. 225 padlocks and 2 No. 230 pad- 
Each panel is shipped in an indi- 
three cartons to a shipping 


locks. 
vidual carton; 
container. 











Northern Rubber Co. Issues 
Folder 6n Tire Sizes 


The Northern Rubber Co., Akron, Ohio, 
in accordance with its annual custom, has 
prepared a comprehensive folder on tire 
sizes. It shows the sizes of tires required 
for all cars and all models over the four 
years’ period, 1926-29, inclusive. This 
folder will be sent to anyone on request. 

The company also announces that on and 
after Oct. 15 it will have a complete stock 
of passenger car and truck tires in Dallas, 
Tex., for distribution to dealers in the 
Southern territory. 
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Christmas 
Supplement 


of 84 
-nalliad 


Sold To One Dealer In A Town 


Realizing the great need of something of this kind, we have, for 
the benefit of our subscribers, arranged for a special four-page 
supplement of cuts of toys and will sell to one subscriber in each 
town a complete set of mats of these cuts, consisting of 84, for 
$15.00, which is less than 18c. each. 


Every illustration has been de- 
signed with the utmost care, 
under the direction of highly 
experienced people. Every 
cut is up-to-date and of cor- 
rect sizing. The mats are of 


Hardware Age 
239 West 39th St., 
New York, N. Y. 


Without obligation you may send a 
copy of your Christmas Supplernent 
showing 84 mats of toy cuts. 


the highest quality and will re- : I SE cs Cd Wee Sete eee 
| 

Rey coneeTy. .. Paadeeciecrcemer ner: 
. . ' 

A Copy of This Supplement Will | Re ere rere 


Be Sent Upon Request 


Hardware Age 
239 West 39th St. New York City 
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SALES RECORDS 


Roller skate sales records are going by the boards— 
and Speed Kings are the reason. Dealers everywhere 
are realizing that Speed King features are real sales and 
profit-making features. 

SPEED KING FEATURES—One Model fits all shoe 
sizes—reinforced toe will never buckle—exclusive one- 
piece heel can’t break down—double row self contained 
ball bearings—rubber cushion shock absorbers. 


You can get your share of Speed King Profits—let us 
tell you how. ‘A card will bring full information at no 
obligation. 


KOHLER DIE & SPECIALTY CO. 
94 Lincoln Highway 
De Kalb, Illinois 


-and Silent Speed 
B y\mmele). > Kings are fitted 

with real rubber 
Ti RES £00. tires of balloon 
type. Special side- 
wall construction 
gives the tires long 
life. Other fea- 
tures same as the 
regular Speed King 
which are _ fully 
protected by 
patents. 


Speedk in ¢ 
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Everybody’s Business 


(Continued from page 34) 


| the past we gave our undivided attention to concrete 
|matters that exercised a direct. influence on our busi- 
|nesses. Now we have come to appreciate the truth that 
| some of the greatest revolutions in thought and practice 
| have been the result of the action of more or less intan- 
gible considerations that finally gained recognition as 
being of paramount importance. 
| For example, the common cold has been with us from 
| time immemorial, and yet it is only recently that we com- 
|menced to understand that this ailment, trivial as it may 
seem, represents the chief threat to life and business, 
| Here we have a question so vital that many consider it 
of first importance among the riddles of the universe. 
|Colds cause a greater loss to industry than any other 
|one thing. They are more responsible than all else for 
| absenteeism and low individual efficiency. In a survey 
of public schools 75 per cent of all absences were due 
to sickness, and more than 40 per cent of this sickness 
resulted from respiratory infections. An investigation 
of groups of employees disclosed that out of every hun- 
dred workers there were 41 absences each year due en- 
| tirely to colds. 

Hundreds of millions of dollars would be saved for 
humanity by reducing the world’s colds by even one- 
third. The common cold is responsible for 75 per cent 
|of all pneumonias. It is the Siamese twin of influenza, 
which dread disease will often afflict 40 people out of 
every hundred in times of widespread epidemics. 

The edict has gone forth that the problem of the cold 
must be solved. Science and capitalism have joined hands 
in the fight to eradicate this serious ailment that leads 
to greater waste and more fatal complications than any 
other disease. The cold germ has not been definitely 
isolated, so in our work of prevention we must resort 
to a variety of remedial measures, most of which are of 
doubtful value, if we are to judge by the wide divergence 
of authoritative opinion. 

We can help prevent colds by removing diseased ton- 
sils, using vaccine and trying to avoid contact with those 
suffering from the disease. But after all is said and 
done, it is clear that the greatest preventive measures lie 
in the fields of intelligent heating, dressing and eating. 
On these points there. is a general unanimity of belief. 
Recent investigations have disclosed several truths: We 
must dress according to the weather rather than to the 
seasons. Light underwear is preferable, and a moderate 
amount of cold bathing helpful. 

As the public comes to understand this problem, the 
effect on various industries will be increasingly impor- 
tant. Heavy underwear will pass out of the picture. An 
acid condition of the blood will be rendered less likely 
by more and more people adhering to a diet that is pre- 
dominantly alkaline. We will live and work in rooms 
at a temperature of about 68 degrees, and having the 
air properly moistened so as to preserve the membranes 
of the nose and throat in a healthy condition during the 
cold months. We will turn to the exclusive use of 
smokeless fuel so that the vital rays of the sun will be 
able to find their way through an unpolluted atmosphere. 
These are points that must not be overlooked by the in- 
dustries concerned. 

Without turning away from this question of the likely 
influence of health considerations on the general course 
of business, let me set forth a few thoughts respecting 
the highly dramatic disclosures recently made in the 
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mysterious field of radiations. No recent discovery sur- 
passes that which proved the close relationship between 
light rays and vitamins. 
opened the gate to a new road leading to higher effi- 
ciency and health economy. 

In a number of smoky cities it has been disclosed that 
three out of four children develop rickets in greater 
or less degree during the dark winter months. Cod-liver 
oil was the first accepted remedy for this ailment. Later, 
it was found the disease could be cured by placing the 
patient in a “bath” of ultra-violet rays. These experi- 
ments led to the logical conclusion that since the curative 
agent in cod-liver oil is vitamin D, there must be some 
relationship between this vitamin and the action of sun- 
light. 

Like the germ of the cold, no one has ever been able 
to isolate a vitamin. But we do know that it is a strange 
substance in a state of high “activation,” or what we 
might better call irradiation. This means that the vitamin 
is the antonym of darkness. It has the power to impart 
the quality of light. Without this quality the human 
body is unable to develop and maintain a bony structure. 
Even in the vegetable kingdom, plants that have never 
been irradiated become porous and soft with a structure 
similar to that of the mushroom. 

Great changes are resulting from the simple statement 
of these truths. Dr. Steenbock of the University of 
Wisconsin startled the scientific world by showing that 
rickets could be cured through merely irradiating the 
foods eaten by the victims of this deficiency disease. By 
means of this process of irradiation, vitamin D is added 
to cereals, milk, vegetable and nut oils, dextrin, spinach, 
lettuce, fruit juices and yeast. Some of the world’s 
greatest food corporations are already paying hundreds 
of thousands of dollars for the privilege of using ultra- 
violet light to activate their products. Better still, all of 
this money goes to support additional research to pro- 
vide us with more new knowledge. 

This means that we are coming rapidly to an age of 
light. Those of us who are unable to get a sufficient 
ration of sunshine filled with violet radiations may at 
least safeguard our nutrition by getting light-energy 
from various types of foods that have been irradiated. 
This will give us the essential vitamin D that alone 
renders it possible for our bodies to use the calcium, lime 
and phosphorus contained in the foods we eat. Calcium 
and phosphorus are to the human body what steel is to 
the skyscraper. We may eat a diet rich in these min- 
erals and not get the use of them if we lack the vitamin 
that cements together a correct proportion of the elements 
that make up the human skeleton. 

Now that we are commencing to understand the mir- 
acle-making qualities of the radiations that come to us 
from the distant heavens, let no one deceive himself into 
believing that the present generation of people will be 
satisfied to continue living under conditions that force 
us to substitute the rays from man-made devices for 
God’s own sunlight. It is essential we understand that 
even a deficient diet may be made complete by irradia- 
tion. Our skins are rich in a substance called ergosterol, 
and when we bathe in complete sunlight this substance 
is changed into vitamin D by the violet radiations, the 
activated principle being absorbed by the bloodstream. 

Ours is an amazing era. Established laws have been 
upset and distance and time annihilated. How different 
is our attitude toward research from that existing when 
the great Pasteur had difficulty in securing permission 
to experiment with 50 sheep in order to prove the merits 
of vaccination. The saving of animal life in France, 
due to Pasteur’s discoveries, more than paid the Prussian 





Here again we seem to have | 
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Details That Count 


In Lawn Mower Construction 


Adjusting Screws 


Grand Universal 


Eleven Inch Wheels 
Self-Adjusting Ball Bearings 
Five Draweut Wiper Blades 
Sheffield Steel Stationary Knife 
Machined, Case Hardened. Mould Fitted Screws 
Dust Proof Oil Cups 


Blair adjusting screws are machine cut 
and case hardened. Machine cutting in- 
sures accuracy. Case hardening prevents 
injury from cross threading and pre- 


serves the head grooves. 


Moreover, the adjusting screws are mould 
fitted, and are inserted at slightly oppos- 
ing angles, each screw preventing the 
other from working loose. 


Details . . . yes but paints that 
make the Blair Lawn Mower the favor- 
ite it is today. 
have one of the Fiftieth Anniversary 
Catalogs. Just tell us where to send it. 


By the way, you should 


BLAIR MANUFACTURING CO. 


Established 1879 
Springfield, Mass. 
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HIS SPECIAL OFFER will prove the existence 
of a ready market and the immense volume of 
Bottle Cap Sales. Easy profits are waiting for the 
Dealer who will display the right kind of Bottle Caps. 


The TRY-OUT OUTFIT offered enables you to supply 


the demand with 


LITTLE INVESTMENT—NO STOCK— 
QUICK TURNOVER 


The TRY-OUT OUTFIT contains an assortment of 
small 10-cent Packages and large 25-cent Packages— 
total detail value $3.30. 


PYRAMID BOTTLE CAPS—a Crown Cork and Seal 
product—are better. They are made of selected 
materials on special Automatic Machinery—not touched 
by human hands. Do not confuse Pyramids with bottle 
caps of ordinary quality. 


PYRAMID BOTTLE CAPS have been produced to 
meet the growing demand for Bottle Caps that will 
stand every test of cleanliness, sanitation and sealing 
qualities. Every cap is perfect. 


PYRAMID BOTTLE CAPS are sold only in sealed 


packages for the protection of the user. Pyramid Bottle 
Caps are never sold in bulk. 


The shipping display case when opened is its own 
attention-getting Floor, Window or Counter Salesman. 


The Pyramid TRY-OUT OUTFIT will open up for 
you a new, highly profitable source of sales. It is 
offered at a special price so that you may prove to 
yourself the advantage of handling Pyramid Bottle 


Caps. 
Pyramids in regular standard packing afford the 
retailer the customary margin of profit 





TRYOUT OUTFIT 
CASH WITH ORDER POSTPAID $9.85 
REGULAR PRICE 83.00 a 











CROWN CORK & SEAL CO. 
Original Manufacturers 
BALTIMORE MARYLAND 


CROWN CORK & SEAL CO., 
Baltimore, Md. 
Gentlemen : 


Send try-out outfit, postage paid, for which check for $2.85 is 
enclosed. 
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War indemnity of 1871, which amounted to five billions 
of francs. 

It was no longer ago than 1907 when a visionary col- 
lege professor first suggested to American industry that 
untold benefits might be derived from subsidizing a 
common laboratory for scientific research. How rapidly 
the idea was brought to fruition is clearly evidenced 
by the astonishing results of current practices. \Ve are 
now able to subject paints and metals to the rusting 
action of 20 years in the short span of a few hours. 
Even the staid old gas industry has gone in heavily for 
research and may disclose to the layman that highly bene- 
ficial invisible light waves are given off by the radiant 
gas fire. Nothing is impossible any more. The unex- 
pected is always hiding just around the corner. 


Paranoic Optimism 


(Continued from page 31) 


five minutes by the powder car, down the railroad tracks 
to the factory. You see, the supply of explosive is 
served to the factory just as needed—every forty-five 
minutes a new supply, so at the factory there is never an 
extra accumulation of any explosive. 

Now, here is another strange thing: This park though 
full of danger is possibly one of the safest places in the 
world. As far as history goes for many years, there 
has never been an accident to anyone in this paradise. 
But of one thing you may be sure, and that is the men 
who work in this park never smoke, they never use fire- 
arms, wear felt slippers and do not carry matches. No 
night work is done in this place. I did not even see an 
electric wire or an electric light. 

Another curious fact about this place is that guards 
constantly patrol the fence around the park. No one is 
admitted. Small boys understand that playing around 
this park is “verboten.”” On the other hand, deer and 
game thrive here. In the winter, when the park is cov- 
ered with snow and ice, they are carefully fed. Wild 
ducks may fly away, but most of them return. The beau- 
tiful pheasants fly over the fence, but after a little whirl 
in the outside world, where making a living is very dif- 
ficult, they return to the park where food is always 
plentiful. 

Now, isn’t this a curious place? This little story may 
give you some idea of one of the cost items that goes 
into the overhead of an ammunition factory. 

You may also be interested in knowing that, as they 
cannot use firearms in this park, vermin are only kept 
down by trapping. There are a lot of traps set and a 
great deal of vermin is caught. 

The queer part of this story, however, is that when 
game is given a chance to live unmolested, even in the 
suburbs of a Connecticut town, how wonderfully they 
thrive and multiply. A fairly good profit could be made 
selling off the game, but it is one of the conditions of 
this curious place that the game is never sold, never 
given away and never killed. 

Sometime, when you are in New York, if you would 
like to visit this park, if you will go at your own risk, I 
will be glad to supply you with a pass that will take 
you through the carefully guarded wire fence. But, re- 
member ; abandon all smokes, ye who enter here, unless 
you are a confirmed paranoic optimist. 
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Sales With Date of Delivery 
Indefinite 
(Continued from page 39) 


or warehouse. The loss in allowing a stock of goods 
to become completely disordered is too obvious for com- 
ment. Is there an atom of essential difference between 
a warehouse filled with goods piled in unassorted heaps 
and in giving or receiving orders that are so confused 
neither party fully comprehends the wishes or under- 
standing of the other. 

Comprehend clearly and completely what you wish 
and then in definite, certain terms communicate your 
order to the other party to the contract. 


Starrett Introduces New High Speed Hacksaws 


The L. S. Starrett Co., Athol, Mass., has added to its well 
known line of hacksaws the No. 840 High Speed blades for hand 
use and No. 850 for power sawing. These blades are made of 
special steel and have given a good account of themselves from 





the standpoint of both speeding up production and longer life. 
Although their initial cost is higher than that of the tungsten 
alloy blades, they are said to reduce the cost per cut as well as 
save time on many classes of work. 

Starrett high speed hacksaws come in 10 and 12 in. lengths 
for hand service and 12, 14 and 17 in. lengths for power service. 


Vacation 


A reader of Harpware AGE asks us to reprint the 
verse entitled “Vacation,” by Eugene Field. It follows: 


It seems to me I'd like to go 

Where the bells don’t ring nor whistles blow, 
Nor the clocks don’t strike nor gongs don’t sound. 
And I'd have stillness all around. 

Not real stillness, but just the trees’ 

Low whispering, or the hum of bees; 

Or brook’s faint bubbling over stones, 

In strangely, softly, tangled tones. 
Sometimes it seems to me I must 

Just quit the city’s din and dust 

And get out where the sky is blue; 

And, say, how does it seem to you? 
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HE profit for you on the sale of a single 

Sani-Can indoor receiver equals the com- 

bined profits on several smaller articles. 
And it is so easy to sell. 


National advertising has introduced Sani-Can 
to most women anyway. But its wide usefulness— 
with snug fitting, pedal-raised top, and spacious, 
leak-proof inner pail—is apparent to all who 
see it. 


Display Sells Them 


The bright colors of an assortment of Sani-Cans (in 
a choice of six popular shades) invariably stop passers- 
by. They “try” the pedal; they are convinced, and 
buy Sani-Can for kitchen and bath refuse, or for hold- 
ing a baby’s damp clothes. 


Your Housefurnishing Sale 


e 
needs Sani-Can for a leading item. Get the genuine 
Sani-Can because it 


Beats Similar Containers on Every Point. 


Sani-Can holds more than any container competing in 
price. You can sell it for less than others because it costs 


you less. 
Assorted Sizes 


to suit your particular trade—2'% gallon to 6 gallon 
capacity sizes. If your jobber cannot supply you, write 
direct. Good discounts. Prompt shipments. 


Sanitary Receiver Co. 
Dunkirk, N. Y. 
Makers of: 


Indoor Receiver 
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“GEM” apsustaste 
i REGISTER 
SHIELDS 


There is no time like the 
present—the start of the 
home-heating season-—to 
stage a good window or store display of “GEM” 
ADJUSTABLE REGISTER SHIELDS, and talk 
them up to your customers. 
“Gem” Floor Shield, Black retails at $1.25, Ox. Cop. 
at $1.50; “Gem” Wall Shield, Cm 
Black 65c, Ox. Cop. 75c. 4 
Adjustable 10 to 19” 


1140 BROADWAY. NEW YORK,NY 


BUY FROM YOUR JOBBER 


SWEDISH 
CIRCULAR CUT FILES 


made in Sweden—are fully guaranteed 
These files are produced from the 
finest Swedish charcoal steel. 
They are reliable and worthy 
of the utmost confidence 
owing to their sharp- 
ness, endurance, 










































Flexible 


ange 
Half- Round an ¢ 
Bastard and uniformity 
(or » 
Cireular Cut of temper. 


We carry a full line of files, 
chisels and pliers. 
Write for catalogue. 

SCANDINAVIAN WESTERN IMPORTING CO., Ltd. 
107-109 Lafayette St., New York, N. Y. 
Minneapolis, Minn., 304 Railway Exehange Bidg., Seattle, Wash. Montreal, Can. 


WINDOW 
urlddbest VENTILATORS 
| Re Cm ah Se 
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Stock the Venti- 
lator that the 
better class of 
trade are de- 
manding. 









SS = 
rofit to Dealers. 





Real P 
EVERY WINDOW A PROSPECT 
Sizes to fit any window. Nationally Advertised. 
Order through your jobber or direct. 


Allweather Ventilator Company, Inc. 
452 Lexington Ave. New York City 








Style B 


CAROLUS CUTTERS 


The Style B is the regular Bolt Cutter with the added 
End Cut making a 2 in 1 Tool. Carolus also offers Style N, 
Straight and End Cut with Nut Splitter. Steel Plates hold 
on rigid. Made in SIX SIZES and THREE STYLES. 

uy the Best. These Tools are Time Savers. 

If your jobber cannot supply you, write us direct for Litera- 
ture and Prices. 


CAROLUS MFG. CO. Sterling, Ill. 
Sales Representatives—Surpless, Dunn & Co. 
NEW YORK, CHICAGO 















New and Old in Heating Appliances 
Shown in Iowa Hardware Store 


NOVEL display of old and new heating devices 
which bring to home owners a realization of the 
progress the world has made in this line in the past 
fifty years, is to be seen in the William Schumacher 
‘ hardware store in Garnavillo, Iowa. 
A modern cabinet type parlor furnace has a sixty year 
old, handmade coiled stovepipe mounted on it. When 

















Mr. Schumacher was a boy these coiled stovepipes were 
in common use, radiating considerable heat and said to 
save fuel. In starting this store in Garnavillo, he fash- 
ioned with his own hands a stovepipe of this kind and 
used it to heat the store, until a steam plant was in- 
stalled. Mr. Schumacher recently brought out this 
ancient stovepipe, which is still in good condition and 
mounted it as a novel display. It attracts a good deal 
of attention, both to itself and to the popular make of 
parlor furnace. 

Garnavillo, where Mr. Schumacher has been located 
for the past sixty years, is an inland village of about 340 
people and is six miles from the nearest railroad. The 
farming country around Garnavillo is so prosperous that 
it supports two banks with combined deposits of more 
than $2,250,000. The Garnavillo Farmers State Bank 
of which William F. Schumacher, a son of the hardware 
veteran is a director, recently gained fame as the rich- 
est bank in the United States for a community of its size. 
It had deposits amounting to $1,380,000. 
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More Business and Promotion 


OME business men appear to reserve their best en- 
ergies for their hobbies instead of expending them 
in their daily work. When a man’s hobbies assume too 
large a proportion, it is a sure sign there is something 
wrong with the work which he has chosen as his calling. 
With a certain successful salesman, selling building 
materials is a business; better building, his hobby. 
Which proves without a doubt that he is unquestionably 
a round peg in a round hole, or a square peg in a square 
hole, whichever way you want to put it. When business 
and hobby are so nearly related that a dividing line can 
hardly be drawn between the two, as in this case, then 
success and happiness are sure to follow. 

This fellow sells building supply dealers throughout a 
farming and dairying country. In starting out, he 
thought that the best way to sell these materials was to 
sell himself on them first, so that he could tell others 
about them. He wasn’t even willing to take his firm’s 
“say-so” on the supplies handled. He tested them all 
out for himself. He asked the dealers on whom he called 
what uses their customers were making of his products, 
and often he went with the dealer to inspect jobs in 
which his products had been employed. 

One of the chief products sold by this salesman was a 
waterproof cement. “What a fine thing it would be if 
the dairymen, the ice cream makers, the buttermakers, 
creamerymen and cheese manufacturers could all work 
in abosolutely modern, sanitary plants,” thought the 
salesman, ‘Cleanliness should be the first consideration 
in the manufacture of food products, and there is no 
better aid to absolute cleanliness around such manufac- 
turing plants than floors and walls that are finished with 
a cement that will not absorb grease and water. I wish 
they all knew of my waterproof cement.” 

This clever salesman collected interesting plans of 
farm buildings, and all kinds of data on how his product 
was actually being used in the territory. He even car- 
tied a vest pocket Kodak and took photographs of vari- 
ous jobs, showing “before and after” scenes wherever 
possible. 

Later these data and many of the pictures were used in 
a trade paper reaching the farming and dairying in- 
dustry. The advertisements told the farmers in a lan- 
quage which they could understand how to transform 
an old frame building into a modern, useful structure; 
how to waterproof old marred cement surfaces, such as 
silos or granaries ; and how to cement the walls and floors 
of the manufacturing plants so that they would be white 
and sanitary. : 

This salesman’s initiative brought his house much new 
business and himself a merited promotion.—Meredith’s 
Merchandising Advertising. 


No Need to Worry 


Commercial traveler (to proprietor he found playing 
checkers with friend in back of store): “Do you know 
there are two customers in the store?” 
ie he dealer kept right on playing and whispered: 

hat’s all right. Keep quiet and they'll -go away again.” 








Take One Brand—Stick to It 


It is rather an extraordinary record to sell hundreds of lawn 
mowers to one source for years and to have them say “not a 


single complaint.” 


We want to prove that to more dealers. Handle a good line, 
like the sturdy Clarinda, and build yourself an exclusive business. 
Confine yourself to one brand. 

The ‘Easy to Adjust” feature of the Clarinda line is alone 
reason enough to stock it. Think how easy to demonstrate 


and sell. 


Write for prices and circulars, and ask for the nearest jobber. 


Some of 
the features 


Patented 
Blade Adjustment 


Adjustable Ball 
Bearings 


Self-Sharpening 


Specially Tool 
Tempered Knives 


Double Cross 
Bars 


Simplicity 
Throughout 
Not high 
priced 


With the Clarinda Pat- 
ented Blade Adjustment, 
you have only a_ single 
set-screw to turn—— no 
counterbalancing screw to 
tighten or loosen as in 
the case of the ordinary 
four-screw type. Adjust- 
ment is quickly made 
with a common wrench. 


Manufactured by 


CLARINDA MANUFACTURING CO., Clarinda, Iowa 





Rite Hardware 


To feature RITE 
HARDWARE in 
your builders’ hard- 
ware department is 
to insure a_ highly 
profitable volume. 
Rite fixtures have 
character and _per- 
sonality that arrests 
attention and com- 
pels sales. Dealers 
everywhere report 
substantially in- 
creased profits from 
the RITE line. What 
RITE is doing for 
others it can do for 
you. May we send a 
copy of our new cat- 
alog? 


Distributed by 


AMERICA’S 
LEADING JOBBERS 


Manufactured by 


RITE 


Hardware & Mfg. Corp. 
1646 N. Spring St., 
Los Angeles, Cal. 
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off the Nail Ke 


Little yarns that others have laughed 
over culled from various sources. 


contemporary puts it: 


“Some of 


As a 
them 


have been copied, the rest will be.” 


sters going?” ‘What are they coming to?” | 


etc. To which the said y. g. retorts: | 


“Where have you been all these years?” 


| do you sell?” 


After a visit to the city an English yokel 
said to his friend: “Some of them bank | 
blokes are pretty slick with their. fingers. | 
| see a feller down in the Bank o’ Chester 
an’ blow me if ’e didn’t ‘ave to keep a wet 
sponge alongside ’im to keep ‘is fingers | 
from getting red ‘ot. ’E told me so his- | 
self.” 


“Why so depressed, Brown?” 

“The horrible cost of living, old chap; | 
constant bills for materials, paints and | 
shingling.” 

“What, house?” 

“No, daughters.” 


Mother—Junior, you didn't wash your 
face this morning. 

Efficiency Expert's Little Boy—No, 
Mother. I heard you say we were going 


to have grapefruit for breakfast. 


Listener: “Do you play by request?” 

Orchestra Leader: “Yes, we do.” 

Listener: “Would you please play dom- | 
inoes until I have finished my dinner ?” 





do you know the difference between riding 
in a tram car and in a taxi?” 


Peggy: “I’m afraid I don't.” 
Bobby: “Then we may just as well take 
a tram car.” 


| 
Bobbie (broke but resourceful): “Peggy, | 
| 


e . | 
The parents of the young generation 
are prone to ask “Where are these young- | 


“So you're a salesman, are you? What 
“ant. 

“I'm a salt seller, too.” 

“Shake.” 


“Are you positive that the defendant was 
drunk ?” 

“No doubt,” growled Officer Shultz. 

“Why are you so almighty certain about 
it ?” 

“Well,” repllied Shultz, “I saw him put 
a penny in the patrol box on Court Street, 
and then he looked up at the clock on the 
library building and roared: ‘Gawd! I’ve 
lost fourteen pounds’ weight!’ ” 


and 
papa. 


Me 
and 


Bobby: “Come on, Freddy! 
Jane ‘re gonna play mama 
Wanta be the little boy?” 

Freddy : ““Naw—I wanta be the lawyer 








” 


Turp: “Oh! yes; I’m a terrible ladies’ 
man.” 
an’ Tine: “Yes, I’ve seen some of your 


terrible ladies.” 




















Alf.—Ouch! I bumped my crazy bone! 
Alkali Al—Oh, well, comb your hair 
right and the bump won't show. 


The laziest woman in the world is the 
one who puts popcorn in her pancakes so 
they'll turn over by themselves. 


When Mary Smith was asked if she 
knew the merchandise she was selling, she 
replied : 

“I surely do. We have ’em at $1, $1.95 
and $2.75—the cheapest is on the lower 
shelf and the next on the next.” 


Farmer: “Thought you said had 
plowed the ten-acre field.” 

Plowman: ‘No; I only said I was think- 
ing about plowing it.” 

Farmer: “Oh, I see; you've 
turned it over in your mind.” 


you 


merely 


A customer went into a store and picked 


| up an article, walked out with it and told 


— 





Barber—Haven’t I shaved you hte, | 
sir ? 

Customer—No; I got those in 
France. 





scars 


the clerk to charge it. 
“On what account?” called the clerk. 
“On account of not having any money 
with me.” 


The human brain is a wonderful organ. 
It starts working the moment we get up 
in the morning, and doesn’t stop until we 
get to the office. 
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